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GREAT NATIONAL SHOE WEEKLY 
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War or no war... babies are 
born, children go back to school 

..and they need shoes. Mothers 
will buy better quality. Fill this 
demand with Poll-Parrots... 
their built-in fit has sold millions 
of mothers in America’s out- 
standing advertising campaign. 
Shoes for the occasion mean 
“extra” sales and Poll-Parrots are 
sturdily built to bring repeats. Let 
them ring the bell for you this Fall. 
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Launching a new ship or a new season is an 
event of great importance. The skills, crafts- fs 
manship and ideas of many men and women [| 
go into “foot carriers” as well as cruisers. 
Ships and shoes have much in common. 


JOHNSONIAN shoes now come to you engineered 
to shape, form and utility — so that active American 
men can walk out of your store and into an increas- 
ing foot activity with all the vigor and thrill of con- 
tributing their strengths and enthusiasms to national 
undertakings. 
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It's significant that Mrs. Nancy Nuyens, for 
more than ten years with R. H. Macy & Co., 
chose CONFORMAL Shoes exclusively for 
her own comfort footwear salon. Long 
familiar with all leading lines, Mrs. Nuyens 
recognizes the tremendous promotional and 
repeat sales advantages of CONFORMAL’S 
revolutionary personalized plastic-fitting 
principle... unequalled in the entire cor- 
rective footwear field. No wonder Nancy 
Nuyens, Inc. is the 35th exclusive CON- 
FORMAL Shoe Shop opened recently ...an- 
other proof the swing is to CONFORMALS! 
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KEEP Shoe Factory Rubber 
AT WORK 





CHECK THESE 
RUBBER 


CONSERVATION 2 
POINTERS In many major and auxiliary shoe ma- 










] Seutfing or Abrasion wastes chines, rubber parts are essential to unhand- 
rubber by wearing it away. 
A careful check-up may re- 
veal ways of adding to rub- 
ber life without affecting 


icapped operation. They are of maximum 


RR ANE i Nat Me PAID He 


operation. Toe restsand simi- ; . 
oe caateomadcan value when kept working as long as pos 
a pliable leather which should . a 
ss padaiiad Sietkan aided oon sible. Increase the life of these parts by 
injure the rubber. 

| 2 Petroleum Products — of all protecting them from needlessly rapid 
kinds will injure rubber by 
eating into it, rotting it, and wear and deterioration 


causing it to swell and lose 
its elasticity. Keep oils and 
greases away from rubber. If 
oil should get onto rubber, 


wash it off as soon as possible 

— first, with soap and warm : 

water—then, with clear water. Get more out of your rubber machine parts. 
3 prt perv ee The “United” machinery service man can tell 

y: i 

from prolonged exposure. ~« you whether worn parts can be rebuilt, or 

4 mhjocaubanianeanion: whether they are ready for the national rubber 
“nadie ; 
ee salvage pile. Don’t waste them! 


-correctly adjusted, especially 
when changing sizes or styles. 




















TAKE GOOD CARE 





CONSERVE AMERICA'S 
RUBBER. This rubber con- 
servation and salvage in- 
formation is published by 
the United Shoe Machinery 
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2 ‘THE RUBBER PARTS ON A (G/CC CEMENT SOLE ATTACHING 
: MACHINE WEIGH 51 POUNDS. 
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for profile 
Rubber covers O Nich leath- 


. rough. New 
before it sage cemented in 


efficiency in sole 


REPAIR 
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Under water bags, @ can be bro- 
ken if the protective blanket, 4 
between them and the profile pads 
wears through. To repair bags for 
women’s work remove the end 
plate, turn the bag inside out and 
apply an ordinary tire tube patch. 
Bags for men’s and children’s work 
must be patched on the outside. 


OF WHAT YOU HAVE 
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THE LAST, foundation of shoe line and form, 
is a determining factor in the interpretation 
of style. At the United Last Company‘s New 
York Style Studio, an experienced staff keeps 
alert to the trends in shoe styling so that 
United last service to the shoe industry can 
be constantly up to the minute. 








What are the latest style indicators? 
From the heart of the nation’s shoe style 
center, veteran Bill Burger reviews to- 
day's fast moving events, notes changes 
which may affect last and shoe design. 
Many shoe men seeking guidance in the 
decisions before them find his 38 years 
of practical experience in the last and 
shoe industry give valuable support to 
his views. 


What heel heights are going to head 
the list? How are upper patterns be- 
ing affected? Between trips into the 
field, Lloyd Brown (BROWNIE) finds 
these and a dozen more questions on 
the lips of shoe men visiting New York. 
His answers, based on a keen obser- 
vation of current style demands, are 





full of timely, useful style information, 


On your next visit to New 

York make a call at the Style 

Studio, Room 503 Marbridge 

Building ... you will find it 

worth while. The number of UNITED LAST COMPANY 
visitors to the Style Studio 140 FEDERA TREET, BOSTON, MASS 

has increased substantially 

each year since 1939 when 

this advisory and last styling 

service was instituted. . 
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UNTIL VICTORY 


Our government has restricted the use of tires and 
gasoline to absolute necessities. Hotel space is now 
required to house soldiers who are equipping thenm- 
selves to protect our cities. Every railroad car 
available is needed to take our boys to their post - 
and then to get them sufficient food and clothing. 
There is already a shortage of equipment to handle 


this job. 


Planes, and bombs, and tanks, and guns on hand are 
not sufficient to win this war. Like the shoes on 
your shelves, until they are in use - they are a 
liability. The successful prosecution of this war is 
the biggest business there is today. ANYTHING that 
tends to even slow up present Army needs, means more 
cost in lives and money, and shades our possibility 


of victory. 


With these facts facing us, our company has resolved 
for the duration, to forego all conventions - thereby 
cooperating with our government. We have further 
resolved to serve you better, to have our line more 
complete, out earlier and including the newest there 
is. This will permit a full purchase at one time - 
securing for you the highest quality and the best 


service. 


In addition to cooperating with the 0.D.T. and A.A.R., 
who have the mammoth task of handling all transporta- 
tion, we look upon this as another personal oppor- 
tunity for each of us to do a little more toward the 
destruction of those who are attempting to crush our 


American way of life. 
MOULTON BARTLEY INC. 


Poll just completed de- 

termined unusual mark 

up on MODEART shoes 

under March ceilings. 

Details and figures glad- 

ly submitted if you are 

interested in more profit. 

Write for our merchan- i 
dising program. 


E 
MAKERS OF mate AND SKIpF DISTINCTIVE FOOTWEAR 
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FROM our Recorper Outlook 
Window, overlooking a slice of 
sidewalk not over two hundred feet 
long, in front of the Grand Central 
Station at 42nd Street, we watch 
the passing throng rushing to and 
from the railroad station. Of late, 
traffic has changed. In fact, it has 
speeded up; but that’s not the real 


significance of our dissertation. 





We have a agit bet in our 
office that at no one time of the day 
can you look out this Window and 
fail to see, on that two hundred 
foot slice of sidewalk, either a 
soldier or a sailor in uniform. We 
almost lost our bet the other day 
when a torrential rainstorm caused 
a complete cessation of foot traf- 
fic. It was one of those Summer 
thunder storms that dumps the 
deluge and gives the Canyons. of 
New York a humid after-bath. Well, 
belieye it or not, a taxi pulled up 
to the curb and out bounded three 
sailors, for the railroad entrance. 
So the bet still holds good. 

This was a particularly hot day, 
the hottest that New York has had 
in three years. Looking out the 
window you could see its effect upon 
men in civilian clothes. They looked 
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wilted. They walked along in that 
droopy, sloppy manner common to 
man when he is just too warm to 
care. 

Not so the men in uniform. There 
must be something in this military 
training that changes the poise and 
posture of a man in the short space 
of time. Maybe it’s the garb of 
the warrior that does it, plus the 
disciplines that come in this busi- 
ness of war. The soldiers and 
sailors could take it and they walked 
along the steaming pavements— 
chin up and almost with a swag- 
ger. 

They sure teach them how to walk 
in this man’s Army. We see mighty 
few men in uniform walking “Ten 
Minutes to Two.” The majority of 
them walk straight “Twelve 








o'clock,” proving that you can 
teach man to walk. Maybe, after 
all this world war mess is over, we 
will have a standing-up civilian 
army of men .. . at least until that 
day comes when the ravaging “tooth 
of time” causes them to walk in the 
old accustomed way. 


7 cm - 


FOR use in Africa, Asia and places 
where pestilent insects abide, there 
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is a need for a special protection 
footwear not now in the Army 
issue. At least we have good prece- 
dent for knowing that protection 
footwear, in the form of boots or 
mosquito-netting-guards might be 
required for the efficiency of the 
soldier in action in those parts of 
the world. 

One of the reasons why cowboy 





boots serve a purpose far more 
important than a decoration is told 
to us by Earl Justin of H. J. Justin 
& Sons, Fort Worth, Texas: 

“Dismounted, a ranchman and 
farmer finds his boots and boot 
legs a great protection against 
snakes which infest a goodly part 
of our range country. There are 
many sections of the country from 
Arizona to Florida where a cow- 
boy would not think of getting off 
a horse unless he has the protection 
of a pair of boots. Working with 
cattle in mud, slush and manure is 
almost impossible without a pair 
of boots for protection of feet and 
legs. This is particularly impor- 
tant at this time when there are no 
RUBBER boots to be had. 

“A cowboy boot is of a type of 
construction that makes it partic- 
ularly adaptable for riding. Ordi- 
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nary footwear cannot take its place. 
Laced fronts and low heels are not 
practical for range riding.” 

. 7 7 


DR. JOHN F. SLY, Regional Price 
Director of OPA, speaking on Price 
Regulation, says: 

“Meet the problems arising in 
your particular industry with the 
same initiative and enterprise and 
determination you show in main- 
taining your own business. The 
purposes of this price order are 
clear. Its application is general. 
Obviously, no price order could 
have been designed to cover the 
contingencies arising from every 
single business man in the nation. 
The responsibility for making it 
work is yours for the protection of 
your business, your patrons and 
therefore for the protection of your 
position in the whole economic sys- 


“If you have a legitimate com- 
plaint, present your case in the 
manner provided for in the order. 
If you sustain substantial hardship 
under this order, you have a legiti- 
mate complaint. An administrative 
organization has been set up and 
expanded to take care of the prob- 
lems occasioned by this order. You 
are entitled to an opportunity to 
present your side. Be sure of your 
facts. Make your statements direct. 
Approach your problem in good 
faith, and you will receive an ade- 
quate, fair, considerate and, I 
hope, prompt hearing.” 


* * *- 


BEN D. BLACK, treasurer and con- 
troller of The Wm. Hengerer Co., 
Buffalo, New York, says: 

“Our main concern is the ever 
present fear of opening the morn- 
ing newspaper and discovering 
some new regulation before we have 
completely and wholly digested 
those that were in yesterday’s paper. 
These are days when every store 
needs the help of his Association— 
frankly, I can hardly visualize a 
store that feels that it can operate 
without being a member of his As- 
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—We hear much about Inflation 
these days; but it's pm | how 
little the average man knows 
about that portentous subject. 

—Washington Review offers a most 
easily understandable definition: 
—lInflation in a nutshell: There are 

four dollars in cash for every 
three dollars in goods in this 
American market place. 

—In other words, the amount of 
purchasing power far exceeds the 
amount of goods that can be pur- 
chased. 

—And when dollars begin to com- 
pete for goods, it's a most na- 
tural thing for the price of goods 
to increase—and then you have 
inflation. 

—That's why the Administration is 
attempting to siphon off this ex- 
cess purchasing power through 
war bond sales, tremendous taxes, 
commodity and service restric- 
tions and such like. 

—What effect all this will have 
upon the future of individuals or 


of business is anybody's guess. 
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sociation unless it is particularly 


fond of headaches.” 


* * * 


LEO McCARTHY of the E. T. 
Wright & Company wrote in the 
Philadelphia Inquirer : 

“Strange as it may seem, it is not 
too difficult to write about men’s 
shoe styles in these stirring times 
for they are of interest and of value 
to that erstwhile booted and hooted 
person—the solid citizen. He is 
now the heart (and the soul) of the 
all-out-for-victory drive. 

“We all know him—he is that 
man who has said to himself, ‘No 
American sailor is going to risk his 
life bringing war non-essentials to 
Re 

“You know the type we mean. 


You see him in C. D. activities. 
He’s a worker in Army-Navy relief 
drives. He faces the grim facts of 
war with a grin of determination, a 
freshly pressed suit, crisp linen and 
shoes that keep him active through 
hard days and long nights. Like a 
good soldier he knows the value 
of a comfortable but smart uni- 
form.” ee sae 


CHARLES E. WILSON, president 
of General Electric Company, says: 

“In this new world, many of the 
things we have wanted for more 
people will come true—if we plan 
to make them come true. As sales- 
men we have created desire among 
millions for a better life. Now let 
us keep abreast of the rapidly 
changing conditions and appoint 
ourselves emissaries for all that is 
good and constructive, in the com- 
mon welfare. That is the new prod- 








uct which we all have for sale. If 
we value our peace of mind, our 
lives, our fortunes, and our sacred 
honor, we will waste no time in 
getting at-this task. 

“We must look to the salesmen of 
the country to exert a steadying in- 
fluence. Just as they normally. 
keep ahead of the business proces- 
sion, so must they maintain that 
position now. It is for them to sell 
the necessity of internal tolerance 
and consideration, of the unavoid- 
ability of personal adjustments, of 
the necessary changes of habit inci- 
dent to our winning the war. Let 
us calm the apprehensions and 
spur the courage and determination 


of those we meet and know.” 
a * +e 


TIGHTENING up terminology: 
Thirteen distributors of shoe polish- 
es and dressings agreed in stipula- 
tions to the Federal Trade Commis- 
sion to cease representing that their 
white shoe dressings “will not rub 
off” when actually these prepara- 
tions will rub off to a limited de- 
gree under ordinary conditions. 
Commercial language is a strange 
and wonderful thing after all. The 
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phrase “will not rub off” is one of 
those terms that practically every- 
body understands to mean that it 
will not rub off freely, like dust or 
a powder or a visible stain against 
a stocking or a dress. But it is 
well that we tighten up our phrase- 
ology and the decision really doesn’t 
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affect the sale of the item because, 
after all, the thirteen concerns rep- 
resent the major production of 
white shoe polish and years of ac- 
‘ ceptance of the cleansing materials 
are token of their practical use- 
fulness. 

We once had an experience with 
a copper covered pan. Frequent 
scourings practically removed the 
copper and certainly, metal plating 
falls in the category of non-rub-off. 
But don’t let these comments of 
ours imply in any way that we chal- 
lenge the decision. After all, it does 
or it doesn’t and the test can be 
easily established. 


* * * 


H. I. KLEINHAUS, general man- 
ager of the Controllers’ Congress 
of the National Retail Dry Goods 
Association, gives the contrast in 
operating profits in percentage to 
sales, of the typical store in 1941, 
with results of the preceding six 
years in the following table: 

Year Operating Profits 
1935 1.6 


1936 
1937 


: 5.1 

The chief factors which brought 
about the high book earnings in 
1941 were the increase in markon 
and the decrease in markdown per- 
centages, and the lower expense 
ratio. The first two phases are fac- 
tors “definitely linked to a sellers’ 
market.” Just as a declining mar- 
ket gives impetus to the taking of 
markdowns and a shrinkage of 
markon, so an advancing market 
has the opposite tendency. 

“Neither higher markon nor low- 
er markdowns during a period of 
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advancing prices constitutes a mea- 
sure of efficiency in merchandising. 
About half the operating profits 
may be attributed to the increase 
valuation of closing inventory. For 
the reason that such inventory prof- 
its may be dissipated through forced 
markdown in a future declining 
market, 1941 profits were to a very 
considerable extent unrealized prof- 
its.” 


* * 
THE Advertising Federation of 
America recently issued a list of 
important services that advertising 
ean perform in helping the coun- 
try’s war effort: 


“Why Advertise Today? 


1. (To) Continue all normal distribu- 
tion functions that do not impede 
war effort. 


2. (To) Maintain channels and trade 
contacts for future needs of industry. 


3. (To) Preserve customers’ good-will. 


4. (To) Keep brand names alive. 


5. (To) Prepare to build markets for 
post-war output of enlarged capaci- 
ties. 


. (To) Keep enterprises alive and ca- 
pable of resuming full employment. 


. (To) Preserve desire for eventual 
higher living standards. 


. (To) Discourage lowering of pres- 
ent living standards beyond neces- 
sary restrictions of war. 


9. (To) Stimulate use of products that 
can be supplied in plenty. 


10. (To) Educate consumers on conser- 
vation, care and repair of articles in 
use. 


1. (To) Explain industry’s part in war 
effort.” 
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"The soles and uppers are shot, lady, but | might be able to salvage the rubber 
lifts and build a shoe.around them.” 
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* Washington Newsreel ~ 


SHOE production and trade have reached the turning 
point, according to the Department of Commerce’s 
Domestic Commerce Weekly. Indication are that both 
the output and sales declined in May. Manufacturers 
found that their customers were willing to look over the 
lines but were not in the mood to buy. 

“It appeared to many of the traveling salesmen at the 
close of May that they would again have to ‘sell’ shoes,” 
it was observed. “In previous months their customers 
were buying, and little sales effort appeared to be neces- 


sary.” 
te et e 


MEMBERS of the trade believe that the General Price 
“freeze” will stablize selling prices on most tanning 
extracts, the same source said. This will help in pre- 
venting large inventory accumulations by consumers 
who were fearful of price advances. 


© * ** 


TANNERS engaged in making military leathers, as well 
as most others, have been able to obtain sufficient 
chrome to fill their requirements. 

Many tanners have found newer materials to be 
suitable replacements for valonia, sumac, and myro- 
balans, An active market for tanning materials will 
continue as long as leather production is maintained at 
the present high levels. 


* io 


AUTHORITIES of Zurich, Switzerland, have recom- 
mended that children be required to go barefooted dur- 
ing the Summer because of leather shortages and in- 
creasing prices, said the Department of Commerce. 
Sandals with wood and cork soles are being worn widely. 


* + * 


FoR a number of years, a study of the accelerated 
aging of leather has been in progress at the Bureau of 
Standards. In the course of this study, a method for 
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WOMEN ON THE HOME: FRONT 


On the home front, in Civilian Defense and in the factory 
turning out munitions of war, women by the countiess 
thousands are engaging in new activities and their work 
is becoming increasingly important to the Nation. All this 
means different types of shoes—the substitution of sturdy 
oxfords for light sandals, increased demand for heavier 
sport types, moccasins and smart, yet comfortable styles 
like this young lady is wearing. 

Tony Baumeister began as a typist in the Santa Monica 
(Calif.) plant of the Douglas Aircraft Company four years 
ago, but she didn't like the work. She went to right school, 
learned all sorts of things, then became a group lecder 
with 20 women working under her. Now she is doing 
liaison work in. the inspection department. With all her 
training and experience, she is only 22 years old. 

Photo, courtesy Douglas Aircraft Company 
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aging leather was developed which gives results corre- 
lating with those obtained under normal aging condi- 
tions. The purpose of developing an accelerated test 
for leather was to obtain a more direct method of deter- 
mining its aging characteristics, to save time in testing, 
and to simplify specifications. Recently while in the 
course of revising the Federal specification for lace 
leather, alum indian and chrome-tanned samples were 
submitted by various manufacturers. These leathers 
were tested by the physical and chemical methods de- 
scribed in the federal specifications and in addition 


were subjected to an accelerated aging test. 


ee a os 


THE results given in RP1483 by Joseph R. Kanagy 
and Philip E. Tobias in the July Journal of Research 
in dicated that the alum-tanned lace leathers were much 
less resistant to accelerated aging than the indian and 
chrome tanned leathers. The indian-tanned lace leathers 
which were penetrated with vegetable tannins were most 
stable to the aging treatment. Apparently, measure- 
ments of physical properties such as strength, stretch, 
and flexibility, together with an accelerated aging test 
may be expected to give more valuable information 
relative to the performance characteristics of lace 
leathers than the measurements required by the pres- 
ent Federal specification. 


x * s 


NEW forms now available for tanners to use under the 
WPB order providing for allocation of hides and skins 
are to be filed when completed with the WPB, care of 
Boston Quartermaster Depot, 855 Commonwealth Ave- 
nue, ‘Boston. Specific instructions have been issued 
not to file the forms in Washington, and the fact that 
they are to go to Boston has led to the assumption that 
the leather allocations order will be administered there. 


* ” * 


APPOINTMENT of Henry M. Hart, Jr., as associate 
general counsel of the Office of Price Administration 
was announced July 11 by David Ginsburg, general 


counsel. 

Mr. Hart, who is on leave of absence from his post 
as professor of law at Harvard University, will correlate 
the activities of the legal division’s four price sections: 
food and apparel, general products, industrial materials, 
equipment, and fuel, and retail trades and services. 

From 1937 to 1938 Mr. Hart was head attorney in 
the Office of the Solicitor General of the United States. 
Subsequently, from 1940 to 1941, he was appointed 
Special Assistant to the Attorney General, assigned to 
the Immigration and Naturalization Service. 








BUSY WOMEN 
MUST HAVE ~ 
THE RIGHT SHOES 


More Women Working: More Need of the Right Kind of 
Shoes for the Multiple Jobs They Are Doing; More Money to 
Spend on Clothes; Less Time to Shop Around . . . That's the 


Picture, As We See It, for ?he Women's Business This Fail. 


By ELEANOR RUTLEDGE 
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Far left. This is the kind 
of shoe that will do its bit 
at U. S. O. entertainments. 
Sophisticated but youthful 
in black suede with gold 
studdings, it is made by 
Hannahsons. For the more 
conservative woman, this 
black suede stepin with 
braid trim and open toe 
from Roberts, Johnson & 
Rand will have its place as 
an important dress-up shoe. 


Left, clockwise, beginning 
lower left: This typical 
Woman - in - Uniform shoe 
with plain toe and low heel 
is from Friedman-Shelby. 
Light, flexible, perforation- 
cooled, yet sturdy and prac- 
tical, this smart looking ox- 
ford from Natural Bridge is 
typical of the new kind oj 
comfort shoe for the house- 
wife and older woman. An- 
other smart shoe for the 
war committee woman, busi- 
ness executive or teacher is 
this two-eyelet, plain toe tie 
from Stetson. For career 
women this attractive pump 
with its decorative stitching 
and wooden button orna- 
ments from Bancroft W alker 
strikes the right note for a 
slightly dressier office shoe. 








“STANDING on your feet anywhere from 8 to 16 hours 
a day, that’s a pretty sure way of becoming foot con- 
scious,” said one wise shoe man recently when we were 
discussing the prospects for the women’s shoe business 
during the coming Winter and Spring. Shoe-conscious 
women have certainly been for the past ten years—in- 
creasingly so. It has taken a war to make them really 
appreciate the necessity for the right kind of shoe for 
the job in hand. And by the job in hand we mean a 


Left, reading clockwise, beginning lower left: Shoe for 
the war factory worker with safety box toe, non-metal 
eyelets and top piece attachment, from Spalsbury, Steis 
Deevers. Shoe for factory and farm workers from Brown 
Shoe Co. with Ceiastic box toe. Unlined 4-eyelet saddle 
oxford from Cobblers meets the need for a casual fact 

shoe. “Duty Bound” is the name of this elk blucher 
moccasin oxford, an excellent defense worker’s shoe, 
Hollywood Skooter from Vogue Shoes. Designed for 
war workers is this elk blucher oxford on a new last, 
Hi-Larks style from Pli-Mode. Specially designated as a 
defense factory worker’s shoe is this very low heel moc- 

casin blucher from Peters. 
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great variety of jobs—everything from rocking the 
cradle to wielding the pen or typewriter to polishing the 
fine parts that go to the making of a bomber. 


Given a free hand with materials and tools and labor, 





the shoe industry could do a magnificent job of out- 
fitting these women with the shoes they need. Even as it 
is, they are going to do wonders, but they will have to 
plan more carefully. They will have to make the shoes 
which are really going to have a place in this year’s 
picture. If the pairage is going to be cut down, then 
every pair of shoes that they make and every pair that 
you buy must have a market. Not only that, it is a big 
part of your job to see that every woman who enters 
your store gets the kind of attention that she individu- 
ally needs. This year she wants the best that money can 
buy under present conditions. She wants to be smartly, 
attractively and comfortably shod. If she may have to 
cut down on the number of pairs that she buys, because 
they are not available, she should be able to find just 

[TURN TO PAGE 26, PLEASE] 
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Abraham & Strauss, Brook- 
lyn department store, used 
these pyramidal fixtures of 
bamboo and rattan on which 
to display sandals for wear 
with Summer frocks. 


Wartime Windows 
May Cost Less But Need Not Look It 


AMERICAN display men are an ingenious lot. De- 
prived of many of the metals which are now critical 
materials and hampered, at least in theory, by reduced 
display budgets, they have come through this Summer, 
nevertheless, with a bewildering variety of new ideas 
calling for the use of wood, fibre-board, blown-up 
photostats and even cardboard. Furthermore, designs 
are simpler and less labor is required to fashion them. 

Summer sale windows in the larger cities, in which 
are shown novelty casuals and playshoes, depend largely 
for their effects on an ingenious display of foliage and 
flowers. One Fifth. Avenue window introduced a forest 
of white ash trees, the leaves of which swept the top of 
the window and the trunks of which, anchored in the 
window flooring, were charming backgrounds for a 
display of white spectator pumps intermingled with reds 


Ribbons, artificial evergreens 
and stucco column serve to 
dress a window of all-white 
shoes in a window of Arnold 
Constable & Co., New York. 


and other high colors in play shoe types of all kinds. 

Flower pots of every size have been made from noth- 
ing more expensive than a good grade cardboard, then 
cut in half vertically and fastened by invisible staples 
with their flat sides against the window walls of white 
composition boarding. Carrying sprays of bright col- 
ored artificial flowers, such simple devices are very 
effective. The same treatment, in other stores, has made 
use of window boxes in which were “planted” petunias 
and other low-growing plants. 

Wooden fixtures may take the shape of a deeply 
beveled picture frame with a diagonal shelf on which 
from three to five shoes can be shown, depending on the 
size; or letters of the alphabet (S is a good one), laid 
flat on the window floor and used as substitutes for the 
more conventional low plateaus. 


Enlarged photographic cut-outs 
of Irene Rich, Blue Network 
star, call attention to shoes for 
active feet in this Walk-Over 
window display, Los Angeles. 





Display Men Show Ingenuity in Windows Designed to Sell Summer 


This Bonwit-Teller win- 

dow displays military 

type footwear for women 
in defense activities. 


Shoes as well as Defense Footwear and War Bonds and Stamps 


Other ideas noted in metropolitan areas and easily 
adaptable in the smaller city stores are plateaus shaped 
like truncated pyramids, fabric covered or covered with 
fiber matting, the sloping sides of which, as well as the 
top, are used for displaying shoes. These can and have 
been built of wood and of composition board. 

Curiously enough—perhaps not so curiously when 
you come to think about it—the newest types of shoes 
such as sturdy oxfords with a military look are not 
being given as much display in the Summer shoe win- 
dows as might have been expected. It is true, of course, 
that these shoes, worn by every woman in civilian 
defense service, as well as by those in the so-called 
women’s army, have not been marked down and are 
not, therefore, part of the Summer sale activities of 
metropolitan stores. 
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Nevertheless, they are being shown in practically 
every window—neat line-ups of from five to eight styles 
in the front of the window, backed up by the more color- 
ful, seasonal merchandise on which prices have been 
reduced. True, there are windows from time to time, 
which are designed to sell this new and for-the-duration 
staple type, two of which are shown here, and more of 
which will be shown as Fall openings are held. 

Then will be the opportunity par excellence for the 
store with two windows, one for style merchandise of 
the kind which will be available, and one for the civilian 
defense and Army oxford types, with trims wholly dif- 
ferent, both gaining emphasis through their marked dis- 
similarity, and the latter also affording the oppportunity 
to do your part in furthering the sales of War Bonds 
and Stamps. 








SHOES FOR BOYS GIVE 
STYLE and SERVICE 


WE spoke to boys’ shoe manufacturers and we asked 
them, “What are you doing in the patterns you are 
showing for Fall to comply with government sugges- 
tions, what methods are you using to economize on 
leather and strategic materials; what new ideas have 
you developed to meet the needs of the emergency?” 
The answers we got were many and varied; one fact, 
however, emerged. Government restrictions on leather 
and the materials that go into shoes, specifications on 
the part of government representatives as to how shoes 
should be manufactured, have not yet materialized. 
In May, it is true, manufacturers met with government 
representatives and discussed how retrenchment could 
be effected; so far, nothing definite has been decided 
and no hard and fast rules for cutting patterns and 
making shoes have been evolved. 

This does not mean, however, that shoe manufac- 
turers, and especially boys’ shoe manufacturers, have 
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been sitting back, making shoes as they did a year ago, 
and deciding, like Scarlett O'Hara, to “worry about 
that tomorrow.” They have put their shoulders to the 
wheel and their minds to work and have made certain 
changes in their patterns which will help them comply 
with the restrictions if and when they come. 

For one thing, most boys’ shoe manufacturers have 
eliminated patterns which cut a lot of leather. Shoes 
are simpler; there are fewer heavy brogue types to be 
seen in their lines. There are a lot more plain toes and 
moccasin types and a lot fewer wing tip styles. Those 
who are still showing real wing tips have eliminated 
the long tip; many have replaced it with the straight 
tip—if it is an overlay pattern. 

On the other hand, many manufacturers have elimi- 
nated these tips entirely, producing by means of rows 
of stitching and perforations as good an imitation of 
the favorite wing tip pattern of yesteryear as would defy 
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“WE'LL KEEP ‘EM WALKING" IS THE DETERMINATION OF BOYS' 


SHOE MANUFACTURERS WHO, DESPITE PROSPECTS OF LIMITA- 


TION OF WANTED MATERIALS AND GOVERNMENT RESTRICTION 


OF PATTERNS, ARE PROVIDING SHOES WHICH COMBINE WEAR- 


ABILITY AND STYLE APPEAL. HERE'S HOW THEY'RE DOING IT. 


detection on the part of anyone but a shoe man or a con- 
sumer who was in the know about what’s been going 
on in manufacturers’ minds and manufacturers’ lines. 
They haven’t stopped with the tips, however; in most 
cases, where an imitation tip appears on the shoe, it’s 
a safe bet that the foxing will be imitation, too—or not 
at all. Imitation moccasin seaming is appearing in many 
lines, replacing the butted moccasin seam which re- 
quires more leather. And often these imitations are 
crimped, so that it takes an expert to be able to tell the 
difference between them and the real thing. ~ 

What’s been happening to soles is interesting, as well. 
Gone is the best seller of a year ago—the red rubber 
sole. In its place are a number of variations. The re- 
claimed rubber sole is first, appearing in most lines, 


Opposite page, lower left, clockwise: Multiple stitched . 
overlay blucher oxford on a single sole—Buster 
Brown. Imitation moccasin front and horsehide 

sole, black rubber heel—Skyrider. Blind evye- 

lets on a moccasin oxford with imitation 

foxing, black rubber heel—Friedman- 

Shelby. Moccasin oxford of grained 

leather, the type of shoe which is 

increasing in popularity — 

Roberts, Johnson & Rand. 
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by DAVID RUTHAN 


although manufacturers at first were hesitant about 
wearing qualities, compared with its forerunner. Com- 
binations of reclaimed rubber and cord appear in some 
lines—and are shown proudly as good wearers. Leather 
soles—in thicknesses up to 8 iron—appear on all of the 
dress types. Occasionally, these are shown with mid- 
soles of some composition, although most manufac- 
turers are not doing much with the midsole. Heavy 
double and triple soles are non-existent. One manu- 
ufacturer is using genuine horsehide soles, tough 
enough to stand the hardest wear with impunity, and 

[TURN TO PAGE 23, PLEASE] 


Above, left to right: Boot- 

maker finished brogue with 

soft toe—Spalding. Wing tip bal 

with brogue details, reclaimed rubber 

sole and heel—Gerberich-Payne. Straight 

tip bal with genuine horsehide sole—Sky- 

rider. Four-eyelet blucher with imitation wing 

tip and foxing—Gil-Ash. Shark tip blucher with 
imitation foxing, leather sole, rubber heel—Crafjts. 





QUALITY APPEAL 
GETS MASS RESULTS 


NOT much more than a year ago the Kansas City, Mo., 
Nunn-Bush store was moved from smaller quarters to 
a new store four times larger in floor space and contain- 
ing three times as much stock—a move which put the 
store in position to capitalize heavily on today’s oppor- 
tunity to sell quality shoes in the mass market created 
by higher wages for workers and higher prices for farm 
products. The results to date should serve as an in- 
spiration to those merchants still suffering from a price 
complex, since it has been found that 50 per cent of 
sales to old and new customers alike are in the store’s 
two top lines priced at $12.85 and $13.50. 

Other factors also enter in, according to B. M. More- 
land, manager. 

The new store has more eye-appeal, is better ar- 
ranged, better located in a heavier traffic downtown sec- 
tion, and thus can give more attention to mass appeal. 

Wider use of accessory displays is possible in the 


new store, which factor has greatly upped the sale of 
shoe trees, socks, polishes, etc. 

But most important, Mr. Moreland believes, is his 
store’s merchandising policy which puts the emphasis 
on quality, fit and foot comfort. 

All merchandising revolves around the store’s two 
top-priced, yet shortest, lines. When a customer enters 
the store he is immediately taken to this section and 
serviced from there regardless of his appearance or 
what he asks to see. Rather than stirring up his ill-will, 
this compliments him, in Mr. Moreland’s opinion. 

Next his foot is studied to determine what type of 
last he should wear, the style most suited to his foot, 
and his proper size. The only attention given his old 
shoe is to examine it for tell-tale marks of foot dis- 
comfort which will later be used by the salesman in 
pointing out why the new shoe suggested will give more 
comfort. 
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Today's Opportunity to Sell High Grade Shoes to Men is Heavily 


Capitalized on by New Nunn-Bush Store in Kansas City, Mo. 


Most fitting (about 90 per cent) is measured on a 
ball to heel basis. Very early in the contact the cus- 
tomer is questioned as to foot discomforts such as: “Do 


Above: Eye-level displays 

are highlighted with the 

only fluorescent lighting 

used in the store. Displays 

confine themselves to one 

feature type or style of foot- 
wear. 


Interior of the new Nunn- 
Bush store is shown at top 
of opposite page. At the 
right is the modern front as 
seen from the street. 
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your feet perspire much?” “Do they bother you when 
you stand for long periods of time?” “Do your shoes 
usually crack after you have worn them for a time?” 

Usually the new customer has some complaint about 
his feet and this is carefully considered in the new fit- 
ting. In a majority of cases of new customers the fitting 
process is longer. In fact, no matter how long it takes, 
the salesman stays with the customer until he is satis- 
fied that the shoes suggested will assure the customer 
of a maximum of foot comfort. 

Throughout the fitting the salesman talks comfort to 
the customer. He explains that modern methods of shoe 
manufacture have made it possible to fit correctly every 
type of foot; that methods of manufacture in the past 
ten years have undergone many changes, and that 
knowledge of fitting has also advanced. 

If the customer has been attracted by a style of shoe 
on display that, in the salesman’s opinion, will not give 
him the comfort of styles more suited to his type of 
foot, then he is acquainted with this fact and every 
effort is made to turn him to the style that will be 
most satisfactory to him. 

Sometime during the sale the salesman will also slip 
a shoe tree into one of the shoes the man wore into the 
shop. The trees are always demonstrated in this man- 
ner, “because,” Mr. Moreland points out, “the tree pulls 
the customer’s old shoe back into shape and more graph- 
ically demonstrates the advantages of trees.” 

[TURN TO PAGE 26, PLEASE] 














The Editor’s 


Outlook 





WE are indebted to a “kindling spirit” for a constant 
flow of friendly letters. Within them, very often, we find 
a “kindling word.” Let us explain our use of the term 
“kindling.” It comes from the Quaker folk who say: 
“The kindling act, like the kindling word, is the act, 
the word, that springs out of the deep places of a 
dedicated spirit.”- 

So we express our thanks to our friend for two quota- 
tions. The first appears somewhere in the new Ford 
bomber plant. It reads: “THE DIFFICULT WE DO 
AT ONCE: THE IMPOSSIBLE TAKES A LITTLE 
BIT LONGER.” 

“The difficult we do at once.” That’s the American 
way of tackling tough problems and diving into them. 
To make haste, we may make waste but that’s the 
American way of doing things, too. We pay a high 
price for it but at the same time, we get it done. 

Make no mistake about it. We'll fight this war with 
all we’ve got. The same way we should operate our 
businesses. Already, we in shoes are saying: “Come 
what may, we will do our best with what we’ve got.” If 
it’s necessary to conserve leather, we'll make our selec- 
tions in types of shoes that justify good use of the 
leather. We will avoid and evade all frivolous follies 
of fashion—the absurdities and the creations in foot- 
wear that stick on the shelves—unsold. We had better 
do it anyway because the public won’t buy them, even 
under sales promotional pressure. We have seen that 
happen this late Summer and even the bargain cry 
doesn’t seem to register. Study your public closely—it 
never lets you down. 

Sure there will be difficulties in the shoe business. 
The tanner is now facing them. Also, if a rubber cement 


or an elastic binding tape is wanted and can’t be had,” 


the shoemaker must use his ingenuity to devise some- 
thing else. 

We well remember a kindly merchant in a small town 
who saw that: the changing pattern of retailing hed 
crowded out every other “owner-operated store” so that 
he was left alone with a still dwindling business be- 
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<0. Ye of Little Faith” 








by ARTHUR D. ANDERSON 
EDITOR * BOOT and SHOE RECORDER 


cause, in those depression years, the public wanted 
cheap shoes with “hand-me-over” service. But the mer- 
chant held on! Difficult as the times were, he wouldn’t 
let go, even though there were occasions towards the 
end of that period when he didn’t eat regularly. But he 
paid his bills and he served his customers. Then the 
tide turned in his direction. Today he has a dozen clerks 
and a store that is doing a great service to the com- 
munity. Just hanging on, knowing that he had the right 
shoes, and the right service and the right fitting to 
ultimately win was proof, indeed, that the seemingly 
impossible becomes the possible, with patience and per- 
servance. 

These are great days for the restoration of some of 
the true and simple principles that make a life better, 
a business better and a nation better. Maybe we will 
all be better for the tremendous effort that we are now 
engaged in. 

The other is a biblical quotation: “O ye of little faith.” 
It was voiced as a timely quotation for today, when things 
are difficult and the news is bitter. It applies to each and 
every one of us, when in doubt or dismay. This is no time 
for us to lose faith in ourselves, our nation and our 
government. Let us rekindle confidence in our leadership 
to pull us through these war days. Mark you, there isn’t 
a man wielding executive power today, who isn’t anxious 


first for victory and for an early solution of our master 
problems of chance and death. 


It is timely, therefore, for us to pause in our day’s 
work to find some strength in the phrase: “O, ye of 
little faith” because, in the recoil of it, you get that 
strong surge of the very depth of American feeling. 
Regardless how black the situation is, there is something 
within that deep faith of Americans to fight on and on, 
no matter what the sacrifice. 

How true it is—“The impossible takes a little bit 
longer.” We just have to bide our time; keep moving 
in the right direction and hold on to the high faith of 
ultimate victory. Every act of every man, woman and 
child contributes—for as the tidal wave is composed 
of drops of water—so, too, the overwhelming force of 
a united people sweeps everything before it. Faith in 
Victory strengthens ALL. 
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What The Eye Sees 
The Mind Remembers 


Ji / WOLLA Mtl 
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August 15m Issue « 
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MAKE YOUR TRADE MARK 
PLAY ITS PART IN THIS GREAT PROMOTION 


Sharing August 15th, Boot and Shoe Recorder launches a 
powerful campaign, with its more than 14,000 subscribers, to 
have YOUR TRADE MARK featured in THEIR windows, and adver- 
tising, during NATIONAL SHOE TRADE MARK WEEK, September 
5-12. The theme of this issue will be ‘What The Eye Sees, The Mind 
Remembers”; and, we will tell editorially, in a striking feature 

, the importance of branded lines in the present 
merchandising situation. Recorder readers have a way of respond- 
ing to Recorder sponsored promotions, which assures a successful 
nationwide reception to this claim. 


ADVERTISING Here’s YOUR opportunity to feature YOUR TRADE MARK in 

attractive advertising to them, in this and in subsequent August 
FORMS CLOSE issues of Boot and Shoe Recorder. YOUR TRADE MARKS must live, 
AUGUST 10th so keep THEM before the eyes of the Man At The Point-of-Sale. 


Bo0OoOT anv S H O E 
R E C 0 R D Er R 


100 EAST 42nd STREET. NEW YORE. N. Y. A Chilton (J) Publication 





“The play shoe section for women and children at Burger- 
Phillips. Displays in the shadow boxes emphasize the use of 
the merchandise, while only a few, specifically featured styles 

are shown 


m cases. 


J. A. Poore, manager and buyer of women’s 
and children’s play shoes at Burger-Phillips. 
Mr. Poore has his own ideas of display and 
advertising, and puts them to good effect. 


PLAY SHOES 


Have Their Own Department 


WHEN Burger-Phillips, of Birmingham, Ala., decided 
to bring their women’s and children’s play shoes up on 
the fourth floor and put J. A. Poore in charge, as man- 
ager and buyer, his first move was to introduce some 
new ideas in promotion and display. Mr. Poore has 
been with Burger-Phillips four years and knows an 
amazing number of customers by name; knows their 
tastes, their individual “ceiling prices” when shopping 
for shoes. But more than that, he knows children, for 
he has seven of his own, four girls and three boys. 
Therefore, no matter what problem a parent faces in the 
selection of shoes, Mr. Poore has faced a similar prob- 
lem in fitting shoes on his own children, and can give 
practical advice in almost every case. 

Mr. Moore had theories of his own about remodel- 
ing and enlarging the fitting room. It features four 
shadow boxes, of unusually attractive designs, all his 
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Burger-Phillips in Birmingham, Ala., Devote a 
Separate Department to the Display and Sale 
of Play Shoes and Casual Types for Women and 
Children. The Section Is Most Attractive with 
Appropriate Seasonal Displays. 


own. The box at the rear, and one which catches the 
customer’s eye immediately, is a seashore scene. 
From time immemorial, wherever American families 
have been within reach of a good sandy beach, a sea- 
shore outing has been the favorite for Fourth of July 
holidays. In this shadow box the background consisted 
of a large blue fish net; there are star fish scattered 
about and red and white: play shoes, prominently dis- 
played, stressed the patriotic theme. 
[TURN TO NEXT PAGE, PLEASE] 
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Shoes for Boys Give Style and Service 


[CONTINUED FROM PAGE 17] 


releasing the usual sole leather for 
other uses. 

Among some of the other ideas being 
used by boys’ shoe manufacturers are 
narrow sole extensions, eliminating the 
spade sole seen previously on dressy 
types; elimination of extended heel 
seats; the use of fibre counters and toe 
boxes instead of leather. These, it is 
true, have been used for some time on 
the cheaper grades, but it is expected 
that the time is not far distant when 
they will be a regular part of even the 
better grades of shoes, since the leather 
which goes into them can be used for 
other, more essential purposes. 

Blind eyelets are seen in most of the 
shoes shown for Fall. When eyelets ap- 
pear, they are of materials other than 
those which previously were considered 
essential. Some of the manufacturers 
are using celluloid covered eyelets, 
which serve the purpose as well as the 
metal eyelets, and impart a decorative 
note to the shoe. 

The upshot of the whole situation 
seems to be that shoes are simpler. 
There’s less decoration on them ; they are 
more functional types. Plain toes are 
more frequent than they were in previ- 
ous years, and stitching and perfora- 
tions make up in appearance for the 
heavy types which, up to the time of 
the war, had been increasingly impor- 
tant in boys’ shoes. The important 
thing to remember is this: manufac- 
turers are not worried about having to 
sacrifice style; that’s one of the things 
we'll have to accept all along the line 


as long as this war continues. But what 
they are primarily interested in, and 
what, in the last analysis is what really 
counts, is maintaining the servicability 
of their shoes. They’ll use what they 
can get and do without what they can’t, 
but they’ll use what is available in the 
way which will provide the maximum 
of durability in the shoes they put on 
the market. For boys have always been 
hard on shoes; boys in the present day 
are no exception—and manufacturers 
today refuse to offer merchandise which 
will not give reasonable service. They'll 
@xperiment and they’ll plan and they’ll 
plot—and the net result will be some- 
thing which can take it as well—or per- 
haps even better—than the original 
material. We may even hope that, after 
the war, the result of all this experi- 
mentation will be that shoes can be 
made cheaper and better than they 
could before Pearl Harbor. And that’s 
something to look forward to. 

One more word—one of the manu- 
facturers we questioned about the situ- 
ation had this to say: “Don’t put too 
much stress on restrictions of various 
items that go into shoes. There’s no 
shortage of upper leather; the short- 
age is in sole leather of weights 
heavy enough to wear satisfactorily on 
boys’ shoes. It’s likely that this sole 
leather shortage will determine how 
many shoes we can produce, without 
our worrying about high cutting pat- 
terns. The question will probably re- 
solve itself without our having to do 
much about it.” 





Play Shoes Have 
Their Own Department 
[CONTINUED FROM PAGE 22] 


Burger-Phillips’ casuals and _ sport 
shoes for women and children have 
always been an outstanding feature 
of this store, recognized by shoppers 
throughout the state. One of Mr. 
Poore’s advertising and display plans, 
to which he attributes much of the 
high score in shoes sold from special 
ads, is to display on the day on which 
certain shoes are advertised, only the 
types and brands advertised that day. 

The shopper, seeing a certain shoe, 
which she thinks is just the shoe she 
has been looking for, is not cénfused, 
upon entering this department, by see- 
ing so many models that she is not sure 
just which one she had come to buy. 
Instead, there is the shoe described in 
the ad she read, on the display case 
in front of her, and not surrounded by 
other similar, yet slightly different 
types. 

“Back on your feet again—out from 
under the steering wheels! Up from 
the depth of cushioned chairs! Amer- 
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ica’s women answer the call to duty in 
shoes built for comfort in walking and 
work,” proclaims one of Burger - Phil- 
lips’ recent ads, and it is advertising 
of this sort that brings customers to 
this attractive department. 


Golf Tournament for 
Army-Navy Relief 


CoLumBus, O.—Two of Columbus’ 
leading shoe manufacturers played 
prominent roles in the staging of a 
professional golf exhibition recently at 
the Scioto Country Club on behalf of 
the Army and Navy Relief Drive. 
Herbert Lape, Jr., president of Julian 
& Kokenge Company, was general 
chairman and Charles Shriner, secre- 
tary of Walker T. Dickerson Company, 
was ticket chairman. The professional 
golfers included Ben Hogan, Jimmy 
Demaret, Byron Nelson, and Tony 
Penna. The exhibition was well at- 
tended and, as usual in connection with 
all Army-Navy Relief sports events, 
everyone, including the members of the 
executive committee, paid to see the 
performance. 











SHARING IN THE 
PROFITS 


Mr. Ray Cooper 


MANAGER 


HEALTH SPOT SHOE SHOP 


1966 E. 6TH ST. 
CLEVELAND 


Evidence of Mr. Cooper’s suc- 
cess is demonstrated by the con- 
stantly growing volume that his 
store enjoys. 


enthusiasm for 
is easily 


His genuine 
Health Spot Shoes 
communicated to customers who 
continue to buy additional pairs 
and recommend Health Spot 
Shoes to their friends. 


Under the Health Spot Shoe 
Shop profit-sharing plan where- 
by the operator receives @ 
weekly salary PLUS a liberal 
share of the profits, this reverts 
to bigger earnings for Mr. 
Cooper. 


Health Spot Shoe Shop opera- 
tors all over the country are en- 
joying a similar experience of 
increasing their volume month 
after month and cashing in on 
their effort by drawing good- 
sized profit checks. 


NO INVESTMENT REQUIRED! 


There are many opportunities 
for men to operate Health Spot 
Shoe Shops. Application: blank 
will be sent on request. 


HEALTH SPOT SHOE SHOPS, INC. 
INDUSTRIAL AVENUE 
DANVILLE, ILLINOIS 
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OTHER PEOPLE’S 


Four Means of Saving Shoes 


How to maintain customer confi- 
dence in war-time was solved in World 
War I by Sommer & Kaufman, San 
Francisco, and so the store is profit- 
ing by past lessons. It has issued an 
institutional booklet for World War 
II and plans to run a series of insti- 
tutional ads—-a. combination which 
proved effective in 1917. First gun in 
their current “Battle of Shoe Leather 
—You and We Must Fight It” was 
fired when the store ran an ad fea- 
turing: 1, the brush and polish; 2, the 
shoe tree; 3, the cobbler, and 4 al- 
ternate pairs. Copy described the 
present situation in the footwear field 
and counselled consumers to make 
efforts to conserve leather and to get 
maximum wear from their shoes. This 
war's institutional booklet explains 
“how to care for shoes.” The booklet 
can be achieved, so the ad says, by a 
written or phoned request. 


* + 


Beating a Sale 
The Broadway (Los Angeles) 


had some linen shoes which were 
going rather slow. Assistant Man- 
ager R. K. Smith took three pairs, 
had them dyed different shades, then 
displayed them in a department case 
with a sign saying, “Dyeing Free.” 
The dyeing cost a dollar and a dol- 
lar P.M. made the shoes just walk 
out. 

“Much better to clean them up 
this way than to wait for a month 
end sale and mark them down three 
dollars or so,” he remarked. 
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Parent Education 


Marshall Field & Company which 
operates one of the outstanding chil- 
dren’s departments in the country 
has always emphasized the impor- 
tance of correct fit. Education of 
parents is also considered important 
in this regard. Therefore at the 
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A reproduction of the department 
poster is used in Marshall Field's 
newspaper advertising as well. 
several entrances to the children’s de- 
partment are large posters illustrat- 
ing all of the various steps in the 
fitting process. These posters carry 
the heading “Our Shoes Are Scien- 
tifically Made and Fitted.” They 
point out that shoes must allow room 
for normal growth, that the child’s 
posture and tread is studied, that 
length and width, fit at heels, fit by 
feel, and fit by X-ray are all care- 

fully checked. 


“Stay-at-Homes” 


With the increasing restrictions on 
auto travel in the East, people are 
going to have to stay at home more 
often. As these restrictions begin to 
hit home as they will after July, peo- 
ple are going to think twice before 
they take that trip to the city for a 
little shopping. This means more busi- 
ness for the local stores. But its not 
as easy as all that. People have gotten 
used to big-city promotion methods 
and unless the local retailer can show 
them that they can get the same mer- 
chandise in his store with less trouble, 
he’s not going to benefit enough to 
make any difference. ; 

The old phrase—‘neat but not 
gaudy” applied to your store and 
window displays will do more to 
make people aware of your service 
than the most elaborate setups. Show 
them and tell them that you are ade- 
quately equipped to care for all their 
footwear needs by comparisons with 
what the “big” stores are advertising, 
give them courteous and efficient ser- 
vice and you'll get them coming to 
you regularly. 


® & ©¢ 


What’s in a Name? 


If you’ve built up a brand name on 
shoes or hosiery, now’s the time to 
keep it everlastingly before the pub- 
lic. Walker’s Long Beach, Calif., pro- 
vides a timely idea you could ready 
now .so that early school days will 
find it all set. The store used a 
familiar, but always effective, device. 
High school girls—a group of which 
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IDEAS 


more and more shoe stores are be- 
coming conscious and which prom- 
ises to be as distinct eventually as the 
college group—were invited to par- 
ticipate in a contest, building the 
most words from a given brand name 


on anklets. Sales zoomed! 


* + 


Training Sales Girls 


Fit is the main thing to teach the 
girls now coming in to replace men in 
shoe departments, according to Mel- 
vin Brown, shoe buyer for R. H. 
Stearn of Boston, Mass. He starts 
them on boudoir slippers and play 
shoes, giving them a half hour train- 
ing period every morning. In addi- 
tion, he checks throughout the day 
every fitting made by these girls. Some 
technicalities are taught them, such as 
the difference between welt, turn and 
stitchdown. They are sent on a visit 
to a factory to get a little of the needed 
background knowledge. A nice ap- 
pearance, down to earth good sense 
and some selling experience are the 
main requirements for the job accord- 
ing to Mr. Brown. 

* * * 


Shoe Store Service Stations 


It pays to get aboard the repair, 
renovate, rebuild bandwagon, accord- 
ing to reports from Wyman Shoe 
Stores, Inc., of Baltimore. The com- 
pany has set up “The Cobblery” in a 
three-story building devoted solely 
to the rebuilding of shoes. This is a 
new departure for Wyman’s which 
has been known for years as a vendor 
only of new shoes, but the public re- 
sponded immediately to the conserva- 
tion appeal. If you can’t set up a 
separate building, perhaps you can 
dedicate a corner of your shop to this 
vital need of the day. 
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Best and Next Best 


Burdine’s, Miami, Fla., used a 12- 
inch by 17-inch space to advertise 
men’s shoes in a most unique bit of 
copy. An army shoe was centered 
under the caption “THESE are the 
best shoes you ‘can wear today.” 
Then the story continued: “Yes, Sir! 
your favorite soldier today steps 
blithely along in flexible, com- 
fortable shoes, his feet equally at 
ease for dress parade or maneuver 
mud. From one end of the world 
to the other soldiers, sailors and 
marines are “on the march.” On the 
march to our Rendezvous with Des- 
tiny! And we of the vast army at 
home must get in step with these 
valient lads) KEEP IN STEP by 
Buying Savings Bonds—not just pin 
money buying-—that won’t win—but 
real, honest to goodness buying— 
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buying that will keep these boys on 
the march to victory in this war of 
survival. This we not only can BUT 
MUST DO! 

Below this in small type was the 
statement: “The Next Best Shoes 
are”—and a two by two-inch spot 
telling about one of the shoes which 
could be found in the men’s shoe de- 
partment. 
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Student Ad Writing Campaign 


Each year merchants in Madison, 
Wisconsin, co-operate with the Uni- 
versity of Wisconsin in a students’ ad 
writing campaign. This gives the 
journalism students some actual ex- 
perience and provides the merchants 
with additional pulling power for 
their ads. 


: meee ow CO Oe SF 
You'll be going “ALL-OUT” 
Without getting “ALL - IN” 





pair of linen-fabric sandais—the lightest shoes 
the ground. Lovingly created to make 
easy—to cushion your feet on a Cloud. . 


Des: to give you fashion 
of feminine morsle, Your choice of 





blue, each will be a marked stimulus to your enjoyment of 
style in footwear. Elasticized vamp and wal! last are added 
to give you that buoyant vitality and sprightly note you're 
looking for, X-ray fitted. Price .. , $6.95. 


Shoe Dept., Second Floor 


Harry S. Manchester, Inc. 
| e ‘ROSE ANTOIN = pd wy 


This year Harry S. Manchester, 
Inc., published an ad on shoes which 
was written by a student and_it fea- 
tured shoes for play, for walking and 
for dress up. A small box at the 
bottom of the ad said that it was pre- 
pared by Rose Antoine, of the U. W. 
School of Journalism. 

In connection with the contest this 
year the public was offered prizes to 
judge the best ads. 








Clever “Gags” Keep Small 
Window Interesting 


One way with which the shoe mer- 
chant can keep his windows con- 
stantly interesting to passersby is 
to include humor in every display, 
according to Phil Bracken, manager 
of the Bracken Bootery Shop in St. 
Louis, Missouri. For more than five 
years Bracken has been using car- 
toons, jokes and humorous pictures 
in the center of every shoe display 
to bring a smile to the passersby and 
remind them of the shop when shoe 
purchasing time comes around. 

A typical style of humor is one 
which alleviates some of the gloom 
of war from present conditions. For 
example, Bracken put the following 
“poem” on a 10x20-inch card in the 
center of a woman’s shoe display: 

“Roses are red 

“Violets are blue 

“Sugar is Sweet 
Remember?” 

This got a lot of laughs from 
women otherwise irritated over sugar 
shortages, and many of them came 
in to tell Bracken about it. 


* a ~ 


Individualized Shoes 


Goodwin’s on Hollywood Boule- 
vard in Hollywood, Calif., is a high 
grade men’s shop. An excellent way 
of individualizing shoes sold has been 
practiced by the store for some little 
time. The name of a good customer 
is stamped on the heel pad by a ma- 
chine especially built for such pur- 
poses. This Kingsley Gold Stamp- 
ing machine can be set up in a jiffy. 
It has been noted that returns are 
practically nil when patron’s names 
are stamped inside the shoe. 


* * am 


Celebrity Guest Book 


People everywhere are celebrity- 
conscious because of national maga- 
zines, movies, radio, but the prestige 
of a far-off personality doesn’t help 
you any, whereas the fame of the 
locally prominent could. Here’s how 
A. S. Beck’s shop on New York’s 
Fifth Avenue cashes in on their im- 
portant customers. A “guest book” is 
displayed prominently on a counter 
and salespersons are instructed to in- 
vite “name” people they wait on to 
register. Other patrons leaf through 
in a spare moment—and precisely 
there is built up that chatter quotient 
without which no store can survive. 
What could be a more potent argu- 
ment for your establishment than to 
have customers telling friends about 
seeing “so and so’s” name in your 


book? 





Busy Women Must Have the Right Shoes 


[CONTINUED FROM PAGE 13] 


exactly the shoes she needs in the ones 
she does buy. If she wants the most 
frivolous open toe, open back shoe on 
the market, then she should be able to 
get it. After all, there is something 
to be said for the cheering effect on 
everyone’s spirits of one such pair of 
shoes in her wardrobe. If she can buy 
more than one pair .. . and you have 
the shoe ... all right, too. But there 
is the other side of the picture and she 
will also need the practical shoe more 
than ever before. It is not just talk 
when we say that more women are do- 
ing more work and more walking and 
standing than ever before in their lives. 

Just stop a minute and think of all 
the things that women will be doing 
in the coming months. They will still 
be the housewives, the homemakers 
and mothers. They will also, many of 
them, help to take care of other peo- 
ple’s children . . . the children of wo- 
men who are working in factories and 
offices. Then take all the career women 


from stenographers to important exec- 
utives. They will still go on with their 
jobs and girls who never worked or 
planned to work will also be entering 
these fields. Take all the women who 
are doing voluntary war work on spe- 
cial committees . . . this is another 
new group of working women. Then 
there’s the college and school girl, she 
is still with us and still needs shoes. 

Last of all, there are the women in 
actual war work of the most serious 
kind . . . women working in the war 
production factories. For them, there 
are specially constructed shoes where 
these are found necessary. There are 
shoes with special box toes and spark 
proof features. And, finally, shoes for 
farm workers will become increasingly 
important as more women recognize the 
opportunity for service in this field. 
We expect to see many more real farm 
workers’ shoes featured, made of spe- 
cial leather and cut high enough to 
keep out dirt. 





Analysis of 1941 
Operating Figures 


New YorK—The Controllers’ Con- 
gress of the National Retail Dry Goods 
Association has made available its 1942 
issue of Departmental Merchandising 
and Operating Results of Department 
Stores and Specialty Stores, giving fig- 
ures for 1941 operations. This book, 
compiled by H. I. Kleinhaus, general 
manager of the Controllers’ Congress, 
contains valuable information about fe- 
tail operation. 

Material from 316 department stores 
and specialty apparel stores is pre- 
sented in group classifications. Figures 
are presented in table form; one table 
represents typical experience of the 
group; a second table furnished “goal” 
data. The following groups are stud- 
ied: department stores with annual 
sales of $500,000 to $1,000,000, with 
annual sales of $1,000,000 to $2,000,000, 
$2,000,000 to $5,000,000, $5,000,000 to 
$10,000,000, with annual sales over 
$10,000,000; specialty stores with an- 
nual sales over $500,000; general aver- 
age of typical figures of all stores in 
the above groups; stores with sales 
under $500,000; summary of profits and 
losses, 1939 through 1941; supplemen- 
tary data on 1941 operations. 

Under the heading Interpretations 
and Observations, a general economic 
review explains factors which may have 
influenced the figures reported in the 
book and interprets some of the more 
important figures ‘themselves. 

The book is available to members of 
the Controllers’ Congress and the 
N.R.D.G.A. at $2.00 per copy; to non- 
members the price is $5.00. 
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Carleton M. Sanford 


Utica, .N. Y.—Carleton M. Sanford, 
for 14 years sales representative for 
A. Sandler & Company of Boston, cov- 
ering New York State and western 
Pennsylvania, died here recently fol- 
lowing injuries received in an automo- 
bile accident near Bridgewater, N. Y. 
He was well-known throughout the 
trade. 

Mr. Sanford was born in Potsdam, 
N. Y., danuary 3, 1901. In 1927 he 
went to Gloversville where he married 
Miss Blanche Noyes. He opened a 
miniature golf course as a side line, 
and after conducting it for some time, 
purchased several acres of land and 
established the Kingsboro Golf Club, 
which he operated until his death. Mr. 
Sanford had attended Columbia Uni- 
versity where he was a member of 
Delta Kappa Epsilon fraternity. He 
was also a member of the Masonic 
Lodge at Potsdam. 

Survivors are his widow; three sons, 
Roland Richard, Thomas Taylor and 
Jack Carleton; his mother, Mrs. Rollin 
J. Sanford; and one brother, Howard 
R. Sanford. 

Services were held at Clarence Brown 
Funeral Home. The funeral was held 
at the home of his mother, and burial 
was in Bayside cemetery at Potsdam. 


Frank Miller Fargo 


CuicaGgo, ILL.—Frank Miller Fargo, 
one of this city’s earliest shoe manu- 
facturers, died recently at his home 


here. He was 84 years old. After 
graduating from Harvard University 
in 1883, Mr. Fargo carried on the busi- 
ness established in 1856 by his father 
C. H. Fargo, at Market and Madison 


Streets. He has been retired since 
1902. He leaves four sons, Alvin W. 
and Frank Miller, Jr., both of Plain- 
field, N. J., George W. of Glencoe, and 
Richard A. of Prairie View. 


In Officers’ Training School 


Los ANGELES, CaLir.—Frank D. 
Plummer, who was assistant to P. D. 
Lehman in the J. W. Robinson Co., is 
now in the Officers’ Training School 
at Fort McArthur, California. 


Quality Appeal 
Gets Mass Results 


[CONTINUED FROM PAGE 19] 


One-third of the customers of this 
store, according to its records, buy 
shoe trees and an important factor in 
this volume is the system of keeping a 
record on tree sales on the customer’s 
size card. Then when the shoes are 
sold the salesman may question: “Do 
you want the same kind of trees you 
bought last time?” The records also 
reveal that the majority of these tree 
sales are in the $2.00 bracket. The 
store also carries a lower-priced, $1.50 
line. 

As a result of this program, Mr. 
Moreland has found that his store’s 
sales build volume in the top-price 
lines and that volume dwindles the fur- 
ther down in price it goes. Also the 
store has an exceedingly low record 
of “walk outs.” Most of the sales 
missed are either to “shoppers” or per- 
sons with odd-size types of feet that 
the store can’t properly fit. 

Another important result of the pro- 
gram has been that new customers are 
sold their second pair from this store 
much sooner than is usual. New cus- 
tomers will come back in a few weeks 
or months and want another pair of 
shoes “Just like the ones I bought here 
last month.” Almost always they 
praise the fitting and frequentiy bring 
in a friend whose feet have been both- 
ering him. 

Although at first they sometimes 
complain about “high price” when 
taken to the top-lines section, once they 
have enjoyed the comfort of well- 
planned and attentive fitting, price no 
longer becomes a factor. Mr. Moreland 
is convinced that the single most pro- 
ductive sales feature in trading-up to- 
day’s market to quality shoes is to 
talk-up and sell the customer on the 
idea of correct fit. 

The store considers its word-of- 
mouth advertising its best means of 
building business, since this is a nat- 
ural corollary of sellimg quality—an 
advantage not shared by the vendor of 
shoes in the lower price ranges. De- 
spite this, windows are by no means 
neglected, being trimmed with a good 
representation of Nunn-Bush shoes at 
minimum prices in order to get maxi- 
mum‘ store traffic, with the higher- 
priced lines being high-spotted in order 
fairly to present the comprehensiveness 
of the Nunn-Bush price range. 
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Retail Sales Volume Shows Downward Trend 





Stimulus of Extensive Forward Buying Lacking, as Shown by 
Report of Department Store Sales in Los Angeles 


Los ANGELES, CALIF.—June marked 
the second consecutive month in which 
retail trade lacked the stimulus of ex- 
tensive consumer forward buying which 
featured many previous months. The 
general picture as seen by the Research 
Department of the Security-First Na- 
tional Bank of Los Angeles for the 
local area is reflected in the data for 
department stores in downtown Los 
Angeles. 

“Sales for this group of stores were 
about unchanged from the previous 
month but were 3 per cent larger than 
in June last year, seasonal factors con- 
sidered. The physical volume of mér- 
chandise sold, however, was substan- 
tially below that of a year ago, the in- 
crease in prices being much greater 
than the increase in total dollar sales. 

“The volume of retail sales in the Los 
Angeles area has declined more than 
15 per cent since January when for- 
ward buying was at a high level. The 
General Maximum Price Regulation 
has contributed to this downward trend 
of sales. Not only has the order reduced 
the incentive of the public to continue 
stocking up, but it also has removed 
the support to total dollar sales volume 
previously provided by rising prices. 

“Although the conversion of indus- 
try from the production of civilian to 
war goeds is now far advanced, the 
average consumer has not to date been 
materially inconvenienced. Moreover, 
must civilians probably will not feel to 
any important degree the sharply de- 
clining output of consumers’ goods for 
some months to come. This situation 
has been made possible by the wide- 
spread forward buying engaged in by 
both the public and retailers during the 
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PICK PALMER HOUSE, 
MORRISON FOR 
NATIONAL SHOE FAIR 


Chicago, Ill.—The Joint Com- 
mittee of the National Shoe Fair, 
to be held in Chicago, Ill., Novem- 
ber 2, 3, 4 and 5, 1942, an- 
nounces the transfer of the Fair 
from the Stevens Hotel, recently 
taken over by the Army, to the 
Palmer House and Morrison 
Hotel. These two official hotels 
will be used by exhibitors for dis- 
playing their Spring 1943 lines. 
The National Shoe Fair is jointly 
sponsored by the National Shoe 
Retailers’ Association and _ the 
National Boot and Shoe Manufac- 
turers’ Association. 





past year. The magnitude of the for- 
ward buying movement locally is illus- 
trated by statistics on sales and inven- 
tories of department stores in the Los 
Angeles area. 

“Sales by department stores in the 
local area for the twelve months end- 
ing in April, 1942, were 20 per cent 
higher than in the previous year. A 
considerable portion of this increase is 
represented by heavy purchases of silk, 
rubber, and woolen goods, household 
appliances, and to a lesser degree 
many other items. Thus it is clear that 
many persons are now well stocked on 
such items and will not need replace- 

[TURN TO PAGE 28, PLEASE] 
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Stanley P. Lovell Named 
To War Research Post 


Dover, N. H.—Stanley P. Lovell, 
vice-president of the Beckwith Manu- 
facturing Company, Dover, and presi- 
dent of the Arden-Rayshine Company 
of Watertown, Mass., has been ap- 
pointed Technical Aide to the National 
Defense Research Committee of the 
Office of Scientific Research and De- 
velopment. 

At the same time, Mr. Lovell has 
been appointed to the Advisory Board 
by the Quartermaster General and 
will act as liaison officer between the 
National Defense Research Committee 
and the Office of the Quartermaster 
General. 


Travelers and Shoe Club 
Enjoy Golf Outing 


NEw YorK—Boot and Shoe Travelers 
of New York were winners of a second 
leg on the Boot and Shoe Recorder Cup 
at a recent challenge round of golf 
sponsored by the Travelers and the 
Shoe Club of New York at North Hills 
Golf Club, Douglaston, L. I. The de- 
ciding factor—ten best gross scores 
from each group—gave the travelers 
two legs to one on the cup. 

The tournament was well attended. 
Al Beigel, of Milius Shoe Company, 
had the low gross score of 81; Lou Car- 
lin, of Knight Slipper Company fol- 
lowed him up with 84; Tom Callahan, 
of B. Altman & Company, was in third 
place with 86. Charles Beal, of Joyce, 
Inc., Warren Kolkebeck, Henry Davis, 
and Sam Schwartz, Schwartz & Ben- 
jamin, Inc., netted 72. 

“Mac” MacDonald, of the Marbridge 
Building, pulling numbers out of a hat 
for the door prizes, pulled his own 
number for the first prize of $25. Bert 
Press, Ben Barnett, Joe Schmidt, and 
Henry Davis were also winners. 





Retail Sales Volume Down 
[CONTINUED FROM PAGE 27] 


ments for some time regardless of 
whether new supplies are available. 

“In addition to the large supplies 
which civilians have accumulated, re- 
tailers also have stocked up heavily. 
Figures for department stores in the 
Los Angeles area show that the value 
of inventories is 84 per cent above a 
year ago and orders outstanding are 
substantially larger than at this time in 
1941. While about one-fifth of the in- 
crease in stocks from last year is due 
to higher prices, the physical volume 
of merchandise is greater by more than 
50 per cent. 

“The building up of inventories, both 
in the hands of consumers and retail- 
ers, has reached its peak. In the months 
ahead this large reservoir of goods will 
be drawn upon. The public will con- 
sume civilian goods in larger volume 
than they will be manufactured and 
retailers as a group will sell more mer- 
chandise than is replaced. In this con- 
nection the opportunity for stores to 
replenish their stocks was recently 
summed up by a representative of the 
Office of Price Administration as fol- 
lows: 

“*Six months from now the produc- 
tion of consumers’ goods will be down 
roughly 25 per cent from the peak 
levels of last Summer. This will bring 
us back to where we were in 1935. By 
the end of next year we shall be down 
to the levels of 1932.’ 

“As inventories decline, it is logical 
to expect that rationing may be ex- 
tended to various consumers’ items to 
assure an equitable distribution of re- 
maining supplies. Similarly, some form 
of redistribution of wholesalers’ and 
retailers’ inventories may be attempted 
to assure that each concern will have 
its fair share of the available merchan- 
dise. 

“Rationing would serve to make sup- 
plies last longer, thus postponing de- 
velopment of important shortages which 


are inevitable with long continuance of | 


the war. In this connection, the present 
downward trend of retail sales is also 


helping to postpone the pinch on con- | 


sumers. 


“A major feature of the consumers’ 


goods picture is the increasing use of 


substitute materials, simplification of | 


designs, and standardization of sizes, 


styles, etc. ‘Victory’ models, which have | 


foatured in 


already appeared in the case of men’s 
suits, stoves, bicycles, etc., will spread 
to other lines. To the consumer this 
means a lowering in quality for many 
articles.” 


Entire Day’s Receipts Go Into 
War Bonds 


JANESVILLE, WIs.—Sid Weber, pro- 
prietor of the Sid Weber Shoe store, 
here, devoted the store’s entire receipts 
for July 17th to investment in war 
bonds and stamps. This included all 
money paid for merchandise, for ser- 
vices rendered or on account. 
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Army Shoes Vital to Victory 


NEwMARKET, N. H.—Army shoe pro- 
duction is a vital part of the home 
front battle to win the war for America 
and her allies, it was emphasized by 
Army ordnance officers who spoke at a 
recent meeting of employes of the Sam 
Smith Shoe Corp., where contracts for 
military footwear are being turned out. 

Speaking at a meeting in the cutting 
room of the plant, Lieut. William 
Eagan, who was accompanied by Capt. 
Alex Smith, both of the Boston Ord- 
nance District of the United States 
Army, said: 

“The Army depends on your help 
to give the boys the things they need. 
Clothes and shoes are extremely im- 
portant to them in their fight to save 
the freedom of our people. 

Lieut. Eagan told the workers that 
Army shoes of the type being manufac- 
tured by the Sam Smith Corp. last 
from two to six weeks, depending upon 
circumstances, and that therefore fine 
workmanship was important. 

“Each soldier needs about nine pairs 
of shoes,” the Army officer continued, 
“and in an Army of two, three of more 
millions of men, it is easy to see the 
enormous quantities of footwear which 
must be turned out for the government. 

“There are 142 sizes of shoes in stock 
in the United States Army at all times 
—more than any single shoe factory, 
regardless of size, could possibly manu- 
facture. 

“Our soldiers must have the best of 
equipment, and in order to get it, the 
will to work and produce must be 
shown by employes in the factories. 

“A poor fitting shoe puts an Amer- 
ican out of battle as definitely as 
though he fell victim to a bullet.” 

Sam Smith, head of the shoe manu- 
facturing firm, also spoke briefly at 
the gathering. He recalled that his 
plant was one of the country’s first to 


subscribe 100 per cent to its own pay- 
roll allotment plan for purchase of war 
savings stamps and told of several 
occasions, such as outings and Christ- 
mas parties, when the employes omitted 
the events to help the management pro- 
vide funds for the USO. 

After the meeting, the manufacturer 
was host at a luncheon at the Exeter 
Inn, in Exeter, where the Army officers 
and a number of leading residents of 
Newmarket were entertained. State 
Supreme Court Justice J. Sidney Bern- 
stein, of New York and Roger Lewis, 
of Chicago, composer of the song hit, 
“Qne Dozen Roses,” were special 
guests. Both of the latter are rela- 
tives of Sam Smith and were visiting at 
his home in Durham. 


Johnsonian Goes Patriotic 


New YorkK—The new Fall and Win- 
ter catalog of Johnsonian shoes plays 
up the patriotic color motif in a big 
way. Attractively printed in four 
colors, each page carries the red, white 
and blue theme around the margin. 
Centering on the cover, the new circu- 
lar window display motif is displayed 
under the heading: “Johnsonian, Amer- 
ica’s Favorite.” 

Eighteen styles are shown in group- 
ings of three to a page. On the last 
page of the book is shown a typical 
window grouping using the new display 
motif and stand-up cards. Underneath 
are three suggested newspaper ads. 


In Armed Forces 


Rocuester, N. Y.—Dr. Elmer G. 
Sternberg, son of Charles Sternberg, 
long a traveling salesman for J. Heil- 
brun & Sons, shoe wholesalers of this 
city, is now with the American armed 
forces in Northern Ireland. David H. 
Heilbrun, nephew of Robert Heilbrun 
of the same firm, is in the Air Corps. 
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How to Meet Your 
Labor Shortage 


One of the most difficult problems of every shoe 
man today is that of getting and keeping effi- 
cient pons Coal Here are 18 suggested solutions 


by LUCIUS S. FLINT 


1. If you’re unable to get enough full-time people, 
try obtaining the services of part-time workers, simply 
using more of them. Married women and a good many 
older men retired on small incomes are glad for the 
chance to work for a few hours a day or even full days 
once or twice a week. 


2. Investigate the possibilities in using high school | 
There are | 
some capable, conscientious workers in this group who | 


students afternoons and during vacations. 


because of age and lack of time, aren’t eligible for war 
factory jobs. 


lished placement bureaus. 


3. Keep in touch with former employees who have | 
gone into war industry. They may want to come back | 
to the shoe business but are afraid you wouldn’t have | 
Such people are usually permanent because | 


them. 
they’ve learned from actual experience what work they 


like best. 


4. Some employees leave old jobs for war work | 
because they have a mistaken idea that all retailing will | 


collapse. To overcome this, impress on your people 
the fact that the shoe business is an essential business, 
that established firms will long outlast the war. 
your own confidence in the future through continued 
aggressive merchandising. 

5. Dramatize the financial desirability of continuous 


employment in stable, peace-time industry by compiling | 


figures showing earnings of workers before, during and 


after the last war. Such comparisons, which are easily | 


available in the shoe man’s personal acquaintance al- 
most invariably reveal that the man who stayed on his 


regular job made more over a 10-year period than did | 


the man who left to take a war-industry job. 


6. Don’t hesitate to give old employees substantial | 


salary increases if your earnings justify them. It costs 
less to pay a little more and keep an experienced 
worker than to have a constant turnover expense. 

7. If you can’t support sizeable salary increases, then 
try a bonus system. A small bonus looks better to 
the worker than does a small salary increase. And 
sometimes a bonus setup brings surprising results—a 
financial interest leads the worker to increase sales or 
effect economies which mean substantially greater earn- 
ings for him and for the firm. Make the bonus payable 
quarterly or annually to create a long-range inducement 
for staying. 

8. To keep interest alive between periods of bonus 
payment, hold both sales and operating economy con- 
tests. In the latter, small cash prizes are awarded all 
employes if a certain item of cost—or overhead in gen- 

[TURN TO PAGE 35, PLEASE] 
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In some localities the public schools are | 
now giving specialized retail training and have estab- | 
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Sell the ORIGINAL style-lead- 
ing after-sport comfort shoe . . . 
BASS WEEJUNS. Nationally ad- 
vertised, as are Bass Ski Boots, 
in ESQUIRE, MADEMOISELLE, 
SKI, SKI ILLUSTRATED and 
other leading publications. 


Feature BASS SKI BOOTS 
to assure yourself of the 
utmost in skiing-season 
sales. These are the type 
of boots most heavily 
demanded by skiers 
wanting the most in 
protection and comfort. 
Many a skier taday real- 
izes that “Good Skiing 
Begins with Good Bass 
Boots.” So — start off 
your season, and theirs, 
by selling them a 
double-header of Bass 
Ski Boots and those na- 
tionally-famous after- 
skiing kings — BASS 
WEEJUNS! 

Some of the Sales- 
worthy, ski-worthy spe- 
cials that sell BASS Ski 
Boots for you are these: 
Stiff leather soles + Leather 
lining + Double-lace front + 
Lace-up back + Foam-padded 
tongue and ankle protectors + 
Optional wind-around ankle 
strap + Hi-Lo bitch beel + 
Vorlage forward-cut design 
+ Finest available leathers in 
waterproof construction! 
Profit-making styles for 
men and women built 
to sell from $6.50 to 
$25.00. Write for cata- 

log and details! 
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COUNTERS 
WELTING 
Porous. Glenible. Durable 
Edgar S. Kiefer Tanning Co. 


SALES, Cricoge, 223 W. Lake St + Boston, 42 tineate Se, 
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SNAPPY LUGGAGE TAN UPPERS 
LEATHER SOLES 


$1.65 


Send for New 
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Catalog 
ASCO Athletic 
STYLE #1001, MEN'S SIZES 6-12 Foot 


STYLE #1002, LADIES’ SIZES 4-9 











Shoe Man Inducted 


Houston, TexaS—Jean Jules Thiac, 
who has been with Paul’s Shoe Store 
for the past 12 years, left recently for 
induction into the Army. 
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Importance of Fit Stressed at Canvention 





One of the exhibits in the scientific section at the convention was that of scientific 
and correct lasts loaned by the S. J. Brouwer Research Foundation of Milwaukee, 
Wis. The exhibit compared the right and the wrong lasts. The top row shows 
the wrong last pointing out a straight heel base allowing the heel to slip; a fore- 
part with insufficient tread area cramping the fourth and fifth toes; a last bottom 
in which the shoe curves away from the sole of the foot rather than to it. On 
the next shelf is the specially developed research last showing a heel seat of 
specially curved design. In the forepart the distribution of the wood gives greater 
than standard tread crea to the ball and toes. In the bottom of the last the 
curves of the anterior and posterior arch, the transverse arch, and the metatarsal 
arch are patterned after a normal healthy foot. Also of interest in the display 
was a wartime experimental last over which a wooden soled shoe is being made. 


Cuicaco — With walking becoming 
more important in the life of the aver- 
age American, the necessity of knowing 
more about shoes and their fitting qual- 
ities was stressed at the forty-sixth 
annual American Osteopathic Associa- 
tion convention held here recently. 

In a talk before the osteopathic ma- 
nipulative therapeutics and _ technic 
section, Dr. C. Haddon Soden, profes- 
sor of osteopathic therapeutics at the 
Philadelphia College of Osteopathy, 
stated that proper fitting shoes help to 
eliminate a number of foot, leg, thigh, 
hip, and lower back troubles. He 
pointed out the importance of knowing 
where fitting defects occur as well as 
how to test various fitting qualities. 

In order to examine shoes properly, 
he advised the doctors to look inside 
towards the forepart and side walls. 
He advised them to look specifically at 


the condition of the lining, for depres- 
sions, discolorations, or worn places. 

In interpreting the meaning of vari- 
ous signs, he stated that depressions in 
the medial or lateral lining indicates 
that the shoe should be either an inflare 
or an outflare last, and if discolored or 
worn through, that it gives a greater 
index as to the amount of pressure be- 
ing exerted on the side walls. Dr. 
Soden also impressed upon his audience 
the importance of measuring shoes both 
from a sitting and standing position, 
stating that a difference’ in width is ap- 
parent when the patient is standing 
from that which appears when the pa- 
tient is seated. 

Shoes should be made to conform to 
the feet, he stated, rather than have the 
feet conform to whatever shoes the 
salesman has on hand. 





Frank F. Stodder 


Boston, Mass.—F rank Faunce Stod- 
der, who, with the late Charles W. Coes, 
established the firm of Coes and Stod- 
der, specializing in the sale of men’s 
high-grade dress shoes on School Street, 
this city, died suddenly at the Phillips 
House of the Massachusetts General 
Hospital recently. Funeral services 
were held in Mt. Auburn Chapel, Cam- 
bridge. He was 76 years of age and 
had been active in business until two 
weeks before his death. 


Mr. Stodder was the son of the late 
Captain Louis N. Stodder, sailing mas- 
ter of the Monitor when it engaged in 
battle with the Confederate warship 
Merrimac during the early days of the 
Civil War. His mother was Mrs. Watie 
Howland Aldrich Stodder. 

He was born in Franconia, N. H., re- 
ceived his education in the Boston pub- 
lic schools and had lived in this city 
during most of his adult life. Sole sur- 
vivor is his widow, Mrs. Mattie B. 
Keyes Stodder, to whom he was mar- 
ried in 1900. 
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STOCK NO. 
300 


CEILING PRICE 


$4.50 


OUR PRICE 


$4.50 


Actual size 


Book of 1000 
markers will 


mark 500 pairs. 

















HANDY PRICE STICKERS for 
SHOES and CARTONS 
100 to a perforated sheet; width 
to fit your typewriter 


Check, M.O., or C.0.D. 


BOOT & SHOE RECORDER-Merchants Service Dept. 
209 S. State St., Chicago, Ill. 


10 sheets 
gummed and per- 
forated to a book. 

1000 
Price Markers 
$2.00 














PLASTI- BUCKLES 


SENSATIONAL NEW BUCKLE 
IRIDESCENTLY BEAUTIFUL 


In the Short Time They 
Have Been on the Mar- 
ket They Have Captured 
the Interest and Orders 
of Buyers. 
CIRCULARS AND SAMPLES 
ON REQUEST 








HYGRADE ENTERPRISES INC. 


307 WEST 38th STREET 
NEW YORK 














Fighting the War on the 
Home Front 


“You have one of the finest records 
in the country,” was the recent com- 
pliment paid by prominent government 
officials to the executives and em- 
ployees of the Converse Rubber Com- 
pany, of Malden, Mass., for outstand- 
ing work on the home front. 

Following are five of the highlights 
in the company’s program: 

1. A check for $10 every month to 
each of its hundred men in the armed 
forces. 

2. Reclamation of fifty tons of scrap 
rubber with the $1,000 proceeds do- 
nated to the U.S.O. 

8. Contribution of eight tons of rub- 
ber by employees. This rubber was dug 
up in their homes and the proceeds 
also went to the U.S.O. 

4. Publication of newspaper entitled, 
“Conversations”, sent to all their em- 
ployees in the service. 

5. Hundred per cent cooperation of 
1100 employees in buying war bonds. 

While the officials of the plant deny 
any credit in the plan, they were the 
ones to get it off to a flying start by 
sending the $10 check each month to 
all of their boys in the service. This 
check will continue to be sent for the 
duration. 

An old employee was responsible for 
the fifty tons of scrap rubber. He re- 
called that it had been used as “fill” in 
the marsh back of the factory. Mayor 
Vernon C. Newman donated a city 
steam shovel to aid in digging up a 
quarter mile area to get the rubber. 

An additional eight tons of rubber 
was dug up by the employees in their 
homes. The proceeds of this also went 
to the U.S.O. 

The first issue of “Conversations” 
went out this month. It contained the 
name and address of every person in 
the service, extracts from some of their 
letters back home and a bit of gossip 
of happenings in the shop. 

As to the war bond allotment plan, 
every employee was glad to sign up. 

At present eighty-five per cent of the 
plant’s production is devoted to war 
work and to insure continued produc- 
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tion this winter, the company has re- 
cently converted one of its largest oil 
burning boilers to a coal unit, freeing 
280,000 gallons of oil to this fuel- 


starved area. 


Herry C. Berlin, president of the 
company, said “Our employees deserve 
most of the praise. Every one of them 
feels very close to the war and any 
plan that helps speed up production or 
brings the day of victory nearer finds 
them eager to cooperate. Government 
officials say we have one of the finest 


records in the country. If this is so, 
our workers are responsible.” 


Named Nettleton Ad Manager 


Syracuse, N. Y.—Chester F. Mc- 
Spadden, formerly advertising and 


promotion manager of the men’s divi- 


Py 





CHESTER F. McSPADDEN 


sion of Talon, Inc., has been named 
advertising manager of A. E. Nettle- 
ton Company, men’s shoe manufactur- 
ers, here. Mr. McFadden, who is a 
graduate of Princeton University, for- 
merly resided in Montclair, N. J. His 
present home is in Syracuse. 





- Good Attendance at 
Buffalo Show 


BurraLo, N. Y.—The annual Fall 
shoe show which opened recently at 
Hotel Statler drew a crowd of over 200 


buyers from New York State, Pennsyl- 
vania, and Canada. Many sizeable 
orders were taken. Thirty-three lines 
were on display with most of them 
women’s novelty shoes. Chairman Louis 
Rubin reported that the volume of 
business done was better than the one 
a year ago. The date of the next 
show has not been announced. 


Endicott-Johnson Sales 
$93,786,247.80 


BINGHAMTON, N. Y.—Sales of the 
Endicott Johnson Corporation for the 
fiscal year ended May 30 reached the 
sum of $93,786,247.80, the largest total 
in the history of the organization, ac- 
cording to its annual. report. Net profit 
for the year was $2,310,360.71, after 
deduction for all purposes had been 
made out of a gross profit of $16,096,- 
083.43. 

The corporation had current assets 
of $3,537,146.25, with total assets of 
$54,641,168.37. With good will carried 
on the books at $1, capital assets 
amounted to $10,985,350.20. The esti- 
mated provision for federal income 
taxes, including excess profits tax of 
$2,250,000 is $3,950,000. 








Former Shoe Man 
Fitting Soldiers 


Bronx, N. Y.—Corp. Fred R. Baff is 
the son of Elias Baff, New York sales 
representative of the House of Crosby 
Square. Before his induction into the 
Army Air Corps, Corp. Baff managed 
his father’s shoe store in the Bronx. He 
is an expert shoe man, and for the past 
four months has been connected with 
the Quartermaster’s Division of the 
Army Air Corps in the capacity of fit- 
ting shoes and clothing. 





Promoted to Lieutenant 


New YorkK—Robert W. Garrod, Jr., 
who enlisted as a private in the Coast 
Artillery 16 months ago, has been com- 
missioned a lieutenant. Lieut. Garrod 
is the son of Robert W. Garrod, presi- 
dent of the Garrod Shoe Co., here. He 
will be stationed in Los Angeles. 


31 








A | 
Where 


" To Buy 
\4 





6 ee 


Men's Shoes 


ss ——— 








KNOWN S 


Inquire regarding 
DOUGLAS FRANCHISE 











=e oe Oe Oe Oe rere 


Children's Shoes 


Oe Oe OF ee 1 er er er er ee 


The C. A. Haines | 
Shoes for Children 


IN ST OcK 


BCD. all 








SUPERIOR SHOE CO. “Mirs. 
508 S. Peoria St. Chicago 
else carried in 





tl i i i 


Golf Shoes | 


EO eT ee ee Se ee 


REMOVABLE SPIKES 
MOCCASIN TOES 
COLOR COMBINATIONS 


PRICE $3.60 


Send for New Catalog 
THE ARNOFF 

SHOE CO., INC. 
101 Duane St. 

New York, N. Y. 
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Change Store Name 


Detroit, Micu.—King’s Boot Shop 
has been changed to Queen’s Boot 
Shop, following its acquisition by 
Mrs. Rose Diem, wife of the well- 
known shoe man, Sidney Diem. The 
shop, at 5418 Michigan Avenue, was 
formerly operated ‘by Albert King, 
who went into the Army. 
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New Shoe Salon 
For Los Angeles 


New YorkK—Herman B. Delman, 
president of Delman, Inc., will open a 
shoe salon in connection with Adrian, 
Beverly Hills, Cal., around the middle 
of August. This new salon will not be 
a sample showroom but a fully stocked 
selling salon, where a complete line of 
Delman shoes will be available for im- 
mediate fitting and purchase. The 
same models will be presented concur- 
rently in Los Angeles and New York. 

In opening the new salon ahead of the 
time that New York’s Fall season be- 
gins, Mr. Delman offers Los Angeles a 
preview of his.latest models. These fall 
into three main categories: shoes de- 
signed for year-’round serious duty, 
dressmaker designs and dinner-and- 
dancing designs. 


Lane Bryant Announces 
Profit-Sharing Plan 


New YorkK—Lane Bryant announced 
recently that its directors have voted 
$100,000 to be distributed among 1400 
employees in New York and 18 other 
cities. This payment will mark the be- 
ginning of a profit-sharing policy by 
which Lane Bryant will from now on 
disburse 10 per cent of its profits every 
six months to everyone in the firm’s 
employ for one year or longer. The 
payments will be scaled according to 
the number of years in service. 

There are two noteworthy features 
of the plan. First, the disbursement 
will be made entirely in War Bonds, so 
that $100,000 will be added to the war 
effort of the government. Second, one- 
half of this total amount will be paid 
into-a- Pension Fund which will inaugu- 
rate a new retirement plan for Lane 
Bryant employees. 

This retirement plan “begins where 
the Government Social Security plan 
leaves off,” according to R. B. Malsin, 
president of Lane Bryant. “Under the 
Federal law, when you reach 65, you 
receive 40 per cent of the first $600 of 


your yearly income—after that, 10 per 
cent of your income between $601 and 
$3,000. We start at $601, and hope to 
pay 25 per cent of the average salary 
from $601 up to $12,000 for as long as 
the employee lives.” The $12,000 sal- 
ary “ceiling” was fixed in order to pre- 
vent a disproportionate pension to 
higher salaried executives, who will be 
presumed to have accumulated other 
resources for their old age. 

Like the immediate disbursement to 
all employees, the funds of the Lane 
Bryant pension system will be invested 
in War Bonds. The Lane Bryant direc- 
tors announced their intention of mak- 
ing additional payments into this fund 
until it has been built up on an impreg- 
nable basis. 

The Lane Bryant stores are located 
in New York, Brooklyn, Chicago, Phil- 
adelphia, Baltimore, Detroit, St. Louis 
and other cities. The mail order divi- 
sion, which sells women’s apparel 
throughout the United States, recently 
moved from New York to Indianapolis. 





To Honor George F. Johnson 


West ENpicott, N. Y.—This com- 
munity has decided upon Saturday, 
August 22, as “George F. Johnson Ap- 
preciation Day,” with hopes high that 
the founder of this great industry may 
this year be present to have a part in 
its observance. 

Howard Barrett, general chairman 
of the committee making arrangements 
for the event, telling how much the 
people here owe to him, said: “Mr. 
Johnson has donated the park, fire sta- 
tion, churches, swimming pool, merry- 
go-round, and has made it possible for 
the workers in West Endicott to own 
thejx own homes and live in one of the 
finest communities of the United States. 


George T. Cook 


CUYAHOGA FALLS, OH10—George T. 
Cook, 79, veteran shoe merchant at 
Cuyahoga Falls and neighboring Kent, 
Ohio, died recently in Cleveland. 





Woman’s Shoe from Civil War Days 





A shoe from another war. This woman's Civil War shee dates back eighty years. 
The forepart is covered with a patriotic lithograph, the size marking and the name 
of the maker. The lithographs were used on shoe bottoms af that time for two 
reasons—one to save the cost of finishing them, and the other for style. 
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Organize Baltimore Shoe Club 


BALTIMORE, Mp.—Downtown shoe re- 
tailers and department store buyers 
have founded a new shoe club here, 
known as the Baltimore Shoe Club. 
Nathan Schenthal, formerly buyer of 
Hochschild, Kohn & Co.’s shoe depart- 
ment and recently retired, has been 
named the first president; Paul Fried- 
berg, present buyer for the same de- 
partment store, is secretary and 
treasurer. 

One of the initial projects of the 
group has been to start a course under 
supervision of the vocational division 
of’ the Baltimore Public School sys- 
tem, for the training of shoe salesmen. 
As proposed, the course will cover a 
period of five weeks, with two lectures 
given weekly. Trained instructors 
from five stores will serve for one 
week. The course will also include 
“round robin” discussions in the class- 
rooms. 

The idea is to provide capable help 
for Fall selling and to provide proper 
training for new salespeople. The 
club will hold a luncheon meeting once 
a month, and its charter provides addi- 
tional meetings when urgent problems 
arise. 


—_——_— 


Sold Bicycles as Well as Shoes 


INDIANAPOLIS, IND.—Reminiscences of 
transport facilities of a former day 
were indulged in recently by C. H. 
Crowder, retired shoe merchant. Mr. 
Crowder described the high wheel bi- 
cycle, forerunner of those we know 
today. He was the possessor of the 
first high wheeler in the community 
sixty years ago. These first models 
had solid rubber tires and no springs, 
he said, and mentioned the fact that he 
kept a stock of them in his retail shoe 
store which he sold to customers. 

Mr. Crowder for many years was a 
wholesale shoe merchant here. He re- 
tired five years ago. 


Merchandise Forum Held 


San FRANCISCO, CAL.—A merchan- 
dise forum was held in San Francisco 
recently at which retailers from wide 
areas met to discuss changes taking 
place in the distribution of civilian 
goods as the result of the war. 

Sponsored by the San Francisco 
Chamber of Commerce domestic trade 
department, the Manufacturers and 
Wholesalers Association and the West 
Coast Salesmen’s Association, the meet- 
ings were held in the auditorium of 
the Western Merchandise Mart. Dis- 
cussions were led by leading govern- 
ment officials and retailers. Retailers 
had been asked to submit questions in 
advance, and these were answered and 
discussed from the platform. 

In conjunction with the forum vari- 
ous style shows were held in San Fran- 
cisco hotels and at the Ice Follies. 


July 25. 1942 


Col. Charles T. Cahill 
Honored by Shoe Men 


Boston, Mass. — Thirty leading 
members of the shoe and leather trades 
gathered at the Algonquin Club in Bos- 
ton July 15 to honor Colonel Charles 





COL. CHARLES T. CAHILL 


T. Cahill on his retirement, after 42 
years of service, from the United Shoe 
Machinery Corporation. The testi- 
monial dinner was arranged by the 
officers of the New England Shoe and 
Leather Association and Boston Boot 
and Shoe Club, which Colonel Cahill 
has served for many years as a direc- 
tor and vice president. Co-chairmen 
were the presidents of these two or- 
ganizations, Louis H. Salvage, of the 
Association, and Francis C. Donovan, 
Club president. 

Following many friendly speeches, 
Colonel Cahill was presented with a 
ship’s bell clock and a_ testimonial 
which included the names of the donors 
—Robert H. Adams, J. Edson Andrews, 
Stuart H. Armstrong, A. F. Bancroft, 
A. W. Berkowitz, William H. Bresna- 
han, Warren Bulkeley, Daniel J. Dan- 
ahy, John E. Daniels, George A. 
Dempsey, Francis C. Donovan, Albert 
Doyle, Horace R. Drinkwater, Arthur 
L. Evans, Maxwell Field, Harry E. 
Gardner, James T. Gormley, Julius 
Hollander, Roy T. Johanson, Paul C. 
Krippendorf, Francis B. Masterson, 
Joseph T. McCauley, J. Franklin Mc- 
Elwain, W. J. McHenry, John F. Mur- 
phy, S. N. Netow, J. E. Rines, H. O. 
Rondeau, Louis H. Salvage, W. R. 
Sampson, William M. Slattery, Samuel 
L. Slosberg, Benjamin Stone, J. C. 
Stout, Albert W. Todd, James E. Wall, 
Daniel E. Watson, Sidney W. Winslow, 
Jr., Joseph F. Wogan, Harold S. Won- 
son and Eugene L. Wyman. 

As a climax, President Donovan 
bestowed on Colonel Cahill an honor- 
ary life membership in the Boston 
Boot and Shoe Club, which is the shoe 
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BARIS SHOE CO., INC. 
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ARNOFF SHOE CO.,INC., 101 Duane St.,N.Y.C 














industry’s oldest and one of the out- 
standing social organizations. 
Colonel Cahill is known the length 
and breadth of the country’s shoe in- 
dustry as a great force in the education 
of merchants, clerks and customers in 
the history and progress of footwear. 
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SIDE LINE SALESMAN WTD. HELP WANTED 



































, ; WANTED: EXPERIENCED _ WINDOW WEBUY 
Side line salesmen wanted to carry TRIMMER for exclusive high-grade shoe 
an instock line approximately 24 shop located in Chicago Loop. Must know shoes. Entire or S& us Wholesale and Ketail 
oy State experience and salary expected. Address Stocks. Also Branded Shoes such as 
samples of ladies’ arch type shoes #590, care Boot & Shoe Recorder, 209 South Walb-Over, Fuorsacin, Benedetti, Vural 
that retail at $5.00. State St.. Chicago, Ill. toulans, Steteon, Med’ Crees, eee, Ete. 
We want men whose present line IRVIN RUBIN 
necessitates their going to smaller “The House of Jobe” 
ah Sear 89. Reade St., Cor. Chu 
communities and who cover limited POSITION WANTED Phone Barclay 7-7887 New Yon City 
territories thoroughly. 
The following territories are E,XPERIENCED SHOE BUYER and Mer- 
open :— chandise Manager desires change. Age ae 
P thirty-eight; draft exempt. Address #589, care 

















(1) Upper New York State (Albany West) Boot & Shoe Recorder, 100 East 42nd Strect, 
(2) Wisconsin and Minnesota New York, N. Y. SELL YOUR — STOCKS 
(8) Indiana ROVEN, OUTSTANDING SHOEMAN, 
(4) Illinois Medium, better grades; buyer, manager, sales- KIRSCH-BLACHER CO., INC. 
(5) Michigan man; 39; Class 3-A; Now Fg ag as Manager. established 
(6) West Virginia and Virginia Address #588, care Boot & — Recorder, 100 We buy surplus or complete stocks of shoes from 
—_ , East 42nd Street, New York, N. Y. retailers, jobbers and manufacturers. 
(7) New England States except Connecticut Vis# our new warehouses 
Add v HOE MANUFACTURERS ATTENTION! 
rs UT Sanat, oonoes | | SAVES, MORUE/Gn areas ee uesernes || VOLS Bogen Strant, Mew Yor 
Poss of a highly rated, industrious man, possessing 














twenty years’ top-notch experience in all phases 
of styling, manufacturing and selling Women’s 





























-— P Shoes. Now employed, but desires change. fs 
LONG ESTABLISHED WHOLESALER DE. Address #592, care Boot & Shoe Recorder, 100 
ang Aye pnb - or ae eo Se eurty East 42nd Street, New York, N 
snappy line of popularly pri ildren’s Pre- ; 
welts through North and South Carolina and SHOE STORES WANTED 
Nese pucle commission basis. Must FOR CASH 
ve lowing. tate references and present fi men’s, children’s shoes iling 
lines. Address #586, care Boot & Shoe HOTELS — pra iy Short term Bn as- 
Recorder, 100 East 42nd Street. New York. sumed. Write in confidence to 
N. Y. A. L. BARIS, Pres. 
BARIS SHOE CO., INC, 
HOTEL ATLANTIC axZna! Reade 3. New York 
HOTELS Un al references on re st 


A convenient downtown hotel with 
reasonable rates from $2.25 up. . o 

: as CLARK NEAR JACKSON 
SAVE STEPS IN _ 3 CHICAGO 

















CASH 


St. [ "stor 

<< at For Entire Stocks or Surplus Merchandise, 
———_SeE>>>>E>~E~=>EE~_ This is a good time to dispose of them. 
We can use any quantity and pay the highest 
_ . : prices. 
r he opinion that, since heavier 
are of the op - CAMITTA SHOE COMPANY 


leathers will be required in increasing | | 120 N. Fourth St., Philadelphia, Pa. 
quantities for footwear for members of Phone Lombard 

—== | the armed forces, they will have no 
trouble in disposing of what men’s eee : 





















































Extensive Advertising shoes they have in stock at ceiling 
9 prices. 

Of Women’s Shoes But there is extensive local adver- BUYERS OF 
RocHESTER, N. Y.—Although clear- | tising of women’s footwear, with sell- MANUr AGS Aan ' 
ance sales are under way in some of the | ing at a pace which might be expected We buy for cosh surplus or complete shoo stecks. 
leading shoe stores of the city, mark- | in a city where there has been a very ee ee i 
downs are larger and more general in | large increase of employment due to BARSH & CEASAR 
women’s footwear than in men’s shoes. | war work in which many women are 19 N. Fourth St. Philadelphia, Pa. { 
The reason for this is that retailers | on the payrolls. wnene Market S650 t 
t 
I 
CLASSIFIED ADVERTISING RATES 
The rate for “Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed advertise- T 
ments. Minimum charge, 75 cents. For all other classified siithintanets tha vahe be 9 waite oc weed. Minimum . 
charge, $1.25. When a box number is desired twelve words should be added for the address. In all other cases : 
each word of the address should be counted. 
The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. t 
Classified advertising is payable in advance. r 
© Advertisements for this page must be in our New York Office on Friday of the week preceding publication “2 I 











Boot and Shoe Recorder 























To Collect More Salvage 


RocHester, N. Y.—Shoe factories of 
this city, which have made large con- 
tributions to the scrap rubber supply 
needed in the war effort, will be asked 
shortly to aid further with salvagable 
materials of which most of them have 
a supply. 

Included will be obsolete machinery, 
dies and metals from lasts that are no 
longer being used—anything, in fact, 
which may be put to use to help make 
up the supply of metals and materials 
for which there is an increasing de- 
mand. 

Leather goods concerns of other 
types will also be asked to help build 
up the piles of salvage material. 





Shoe and Leather Men 
Attend Outing 


Cuicaco, InL.—Some 140 members 
and guests, including shoe manufac- 
turers, tanners, and leather men from 
Chicago, Milwaukee, Illinois, and Wis- 
consin, attended the annual field day 
of the Hide and Leather Association, 
of Chicago, held at Rolling Green 
Country Club, recently. 

After battling bad weather in the 
morning, the players attended a lunch- 
eon and were rewarded by beautiful 
sunshine and perfect golfing weather 
for the rest of the day. In addition to 
golf, there were horseshoes, swimming, 
and card playing. The affair concluded 
with a beefsteak dinner in the evening 
at the clubhouse. 

At this time, cups were awarded to 
the three champions of the day—Earl 
Pierce, of A. F. Gallun Co., Milwaukee, 
Rod Kilham, of A. R. Mueller Co., Mil- 
waukee, and Emery Holderness, of the 
United States Leather Co. In addition, 
eighty prizes imcluding a number of 
war savings stamps, traveling bags, 
duffle bags, golf equipment, and mer- 
chandise certificates were awarded. 

William W. Miller, of A. C. Law- 
rence Leather Co., was chairman of the 
event and because of its success has 
been given the job again for next year. 





Bare Legs Pose a Problem 


Boston, Mass.—The bare legged fad, 
strongly in evidence here, as well as in 
other parts of the country, has con- 
fronted retailers with an unforeseen 
fitting stool problem, the complete so- 
lution of which may require an act of 
the state legislature. Stated briefly, 
the problem is whether to anger a cus- 
tomer by refusing to fit shoes to her 
bare feet, or to try on any number of 
shoes, at least some of which she will 
most certainly not buy, and run the 
risk of spreading any communicable 
skin disorder which she may have at 
the time. 

Several stores have had for some 
time an iron-clad rule that they will 
not fit shoes over, bare feet. They have 
been explaining to customers that in 
so doing they are complying with a 
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state law. It has now developed that 
no such state law is on the books; nor 
is there, according to the Division of 
Communicable Diseases of the State 
Department of Public Health, any law 
which could be so interpreted as to 
cover this situation. 

In response to an inquiry from Boot 
AND SHOE REcorDER, the following let- 
ter has been received from Dr. Roy F. 
Feemster, Director of the Division of 
Communicable Diseases: 

“I have carefully checked on the 
matter and to my knowledge there is 
no state law which would require any 
person to wear stockings while being 
fitted to shoes. However, it is my 
opinion that fitting shoes to bare feet 
would be unwise because of the danger 
of spreading infection, especially fun- 
gus infection (athlete’s foot). 

“From an esthetic point of view, I 
think it would be objectionable to many 
women to be fitted to shoes, knowing 
that other women’s bare feet had pre- 
viously been in them.” 

The solution suggested by one mer- 
chant is that a small stock of the least 
expensive ankle socks obtainable be 
carried and sold to customers who 
come in with bare legs and bare feet. 
This does not appeal to others who 
point out that the customer, already ir- 
ritated by being told that she cannot be 
fitted over bare feet, will become even 
more irritated if she is asked to buy 
an item she did not contemplate buying 
when she entered the store. Those be- 
longing to this school of thought plan 
to explain their rule to the customer 
tactfully and suggest that she come 
back the next day equipped with a pair 
of socks or stockings which she can slip 
on, in the store if necessary, while she 
is being fitted. 

What all of them obviously want is 
a law on the statute books of the state 
which they can.cite in defense of their 
action. 


Reports Good Business 


Houston, TexaS—Business is better 
than in years, Amon Money, assistant 
manager of Chandler’s Shoe Store, 
here reported. They have been run- 
ning at top speed since four weeks be- 
fore Easter, and it looks as though it 
will be kept up. Chandler’s caters to 
women and misses. The greatest diffi- 
culty they are experiencing is getting 
experienced shoe men. Leeland Holz- 
hauser is manager of the store. 


Successful Sale in Progress 


Houston, Texas—The July sale is 
in progress at Sakowitz Brothers Shoe 
department with G. H. Sauer, man- 
ager, elated over the success of the 
sale. Mr. Sauer said the department 
was holding up on Fall shoes for a 
time and that the first day of the 
courtesy advance sale was the second 
biggest in the history of the depart- 
ment. The sale will continue through 
July. 





How to Meet Your 
Labor Shortage 


[CONTINUED FROM PAGE 29] 


employes if a certain item of cost—or 
overhead in general—goes down a 
specified percentage during a given 
period. 

9. Set up an employee suggestion 
box and offer a cash award to the 
depositor of any suggestion which is 
adopted to increase sales or cut costs. 

10. If you’re capitalized so this is 
possible, give old and proven employees 
a chance to buy small interests in the 
business. 

11. Take pains to praise employees 
for exceptional performance and back 
up that praise with a tangible award 
of some kind—possibly a half day off 
or a little gift. 

12. Give your people some hope of 
advancement to better jobs. Perhaps 
you’re plangming to expand after the 
war is over. If so, tell them about it. 

13. Make every effort to see that a 
dependable employee is placed in the 
type of job he likes best. This may not 
count as much as the salary but it does 
count. 


14. Treat employees: as associates 
rather than hirelings. Be friendly. 
Take an interest in their personal prob- 
lems. Don’t try to show your authority. 
Never complain about minor faults. 

15. Never penalize a worker unless 
it’s absolutely necessary. Several shoe 
men, for instance, report better em- 
ployee relations since they voluntarily 
began giving reasonable sick leaves 
with pay. 

16. Make all working conditions just 
as desirable as possible—clean rest- 
rooms, chairs for use by women hosiery 
and bag employees when not waiting on 
trade and so on. 

17. If other members in the family of 
an employee also work, try to arrange 
his shift so that he can be home when 
they are. 

18. Where practical, stagger hours so 
that once a month or so each employee 
can get away a full weekend—both 
Saturday and Sunday. 


Stores Cooperate With OPA 


San FRANCISCO, CAL.—Compliance 
of San Francisco retailers with price 
posting requirements of the OPA in- 
creased almost 50 per cent in two 
weeks, according to the Northern Cal- 
ifornia OPA Administrator Francis 
Carroll. 

Mr. Carroll explained that a follow- 
up survey in stores which had not 
complied adequately with the regula- 
tions, revealed 56 per cent compliance. 
Non-compliance had dropped to 5 per 
cent. The original check-up two weeks 
previous by a corps of inspectors had 
revealed only 10 per cent complete com- 
pliance, 25 per cent who did not comply 
to requirements adequately, and 65 per 
cent non-compliance. 
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For the Boys in 
Camp the LYCO 
Military Shine Kit 





Fitted in a khaki case, the kit consists 
of a can of Kiwi polish, a*brush for 
applying, a brush for polishing, and 
a soft cloth to bring out the final “in- 
spection” finish. The outfit is finding 
a ready market with stores stocking 
gifts for the boys in camp. Also in 
blue cloth case with black polish for 
the naval forces. 

Priced at $10.80 per dozen 

We welcome your trial order 


LYONS & COMPANY 
122 DUANE ST., NEW YORK, N. Y. 
Shoe Store Supplies Since 1900 











New Type Sole Leather 


Peasopy, Mass.—A new method of 
making sole leather is reported here. 
Cowhide splits, ordinarily used for 
upper stock, are tanned in chrome, 
and finished to look like sole leather. 
Soles cut from thin splits may be ce- 
mented together to make one thick 
sole. One surface is given an arti- 
ficial grain, and edges may be finished 
lige regular sole leather. In one test 
now going on, a pair of these split 
soles has already outworn two pairs 
of heels on children’s shoes. 


Leatherman Appointed 


Chief Chemist 


Lima, O.—Lloyd F. Leatherman has 
joined the staff of The Lima Cord Sole 
and Heel Company, here, as chief 
chemist, He has been in the employ of 
the Seiberling Rubber Company at 
Akron for the last sixteen years and 
is well known and highly regarded 
throughout the rubber industry. He 
replaces John Rumpaugh, who has re- 
signed to enter the Air Corps. 

Mr. Leatherman: has charge of all 
rubber chemistry and experimental 
work at Gro-Cord. The company con- 
siders itself fortunate in securing the 
services of a man with his vast expe- 
rience. 
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A Buying ATi ts 


TO ADVERTISERS IN THIS ISSUE 


ARNOFF SHOE CO.,"INC., New York City 

BARIS SHOE COMPANY, New York City 

BARSH & CEASAR, Philadelphia, Po. .... 

BASS, G. H., & CO., Wilton, Me. 

CAMITTA SHOE COMPANY, Philadelphia, Pa. 

CONFORMAL FOOTWEAR CO., St. Louis, Mo. 

CONNELL, J. M., SHOE CO., Braintree, Mass. 

DOUGLAS, W. L., SHOE CO., Brockton, Mass. 5. dA 
ENDICOTT-JOHNSON CORP., Endicott, N. Y. ; CTR we ce bs ps een eOeeee 
GERBERICH-PAYNE SHOE CO., Mt. Joy, Pa. 

GOODWILL SHOE CO., Holliston, Mass. ... 

HEALTH SPOT SHOE SHOPS, INC., Danville, Ill. ......... 23 
HOTEL ATLANTIC, Chicago, Ill. a ; 34 
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SUPERIOR SHOE CO., Chicago, Ill. 
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UNITED LAST COMPANY, Boston, Mass. 
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10,000 STEPS A DAY! 


That’s a lot of walking but most housewives take at least 
that many steps each day. And with each step millions of 
women are enjoying the extra comforts and advantages 
of shoes made with CELASTIC. By conforming to the 
toe lines of each pair of lasts and by maintaining this 
lasted contour, CELASTIC preserves the design of the 
maker when Matched Pairs go into Action. 





This popular shoe type, made with 
CELASTIC, brings assurance to maker, 
merchant and wearer that there will be 
toe comfort during the entire time the 
shoe is worn. Because, doubler, box toe 
and lining are fused together into a light 
but strong structural unit, linings stay 
smooth — toes stay comfortable. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 























-.. AND WiTtH It GERBERIC 
Scout Style No. 922 
Official Boy Scout Brown 27 ff 
"22 Oficial BOY SCOUT Shoes 


Soles Rubber Heels 
Mocco Last. Widths A 
B, C, D and =, : 
Carried la, Big Bors 1,570,962 Boy Scouts enrolled in 1941, and this year’s enrollment 
Caired in Gents is growing by leaps and bounds. . . . And, everyone with a 


—— ° burning ambition to have a full uniform “ALL OFFICIAL”. That's 

what is making Gerberich-Payne Official Boy Scout Shoes, 
America’s outstanding Juvenile Footwear promotion. Gerberich 
dealers:are reporting unprecedented sales of Official Boy Scout 
Shoes year after year. For your share of this staple all-season 
business, write Gerberich-Payne today. 








